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It’s No Draw. 


KMTV leads the race—by a mile—as Omaha’s most 
popular TV station. That you may already know. But 
did you know that KMTV is also the favorite television 
station in an area that includes 65 percent of all the 
people in Nebraska? 

It’s true indeed. KMTV’s Class A signal covers both 
of Nebraska’s two major population areas, Omaha and 
Lincoln. 

And . . . an independent survey shows that KMTV 
has a 3-to-1 leadership ratio as the one most-watched 
television station within a 100-mile radius of Omaha.* 

This KMTV coverage area of nearly a million-and- 
a-half people provides you with a market more popu- 
lous than the states of North Dakota, South Dakota and 
Wyoming combined . . . more populous even than such 
cities as Baltimore, Cleveland or Washington, D. C. 
There are more people in the KMTV coverage area 
than there are in the entire state of Nebraska. 

KMTV is able to cover this wide and prosperous re- 


..In Omaha 


gion so effectively because of an unbeatable combina- 
tion: (1) KMTV’s strategic location in the more 
heavily populated eastern section of the state, (2) 
KMTV’s low channel 3 and maximum power, and (3) 
the flat lowa-Nebraska terrain. 

But, happily enough, area coverage is only half the 
story. Audience surveys report that people prefer to 
watch KMTV. In the latest Omaha area survey (ARB 
Survey—Oct. 14-21) viewers gave KMTV 10 of the 


top 10 weekly shows ... [22:28 te 
and the ‘area’s favorite gr" 
multi-weekly and_locally- te: 
produced show. The most NEBRASKA Meta 
recent Pulse survey (Sept. Ocho fi‘; 
7-13) gave KMTV 11 of . 
the top 15 shows. 
A MISSOURI 
To profit from this ——— 
KANSAS B sevene 


leadership, contact KMTV 


*Survey name and statistics 
or your Petry man today. y 


upon request. 


Now carrying Network COLOR shows in full COLOR, KMTV is also making plans 
to transmit film and slides in COLOR. 


SMART ADVERTISERS ALL AGREE: IN OMAHA, THE PLACE TO BE IS CHANNEL 3 


TELEVISION CENTER 





KimnT VES 


CHANNEL 3 


MAY BROADCASTING CO. 


* CBS-TV 
>; ABC-TV 
; DU MONT 


OMAHA 


* Represented by 


Edward Petry & Co., inc. 
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| Coverage that Counts! 


7 major Michigan markets 
for NBC, CBS and ABC 


Now 100,000 watts! 


Edward Petry & Co., Inc. 
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imexican Gustem 


Pop the champagne cork...shower the confetti...kiss the girl nearest you... 





that’s the traditional American way of ringing out the old, ringing in the new. 


Just as strong an American habit is the viewing of local TV programs. 
Families by the thousands faithfully watch their favorite “‘neighborhood” personalities 
day after day...like their hometown cooking expert, newscaster, kid emcee, 
sports announcer, for example. It’s ingrained...it’s part of a pattern of life.. 
and it’s certainly a pattern of sable for alert advertisers. 





WSB-TV... ... Atlanta WATV ....... New York 
WBAL-TV ..... Baltimore WTAR-TV .... . Norfolk 
WFAA-TV .... . Dallas KMTV ....... Omaha 
KOA-TV ...... Denver WTVH-TV..... Peoria 
WICU ....... Erie WENS ....... Pittsburgh 
KPRC-TV .... . Houston WOAI-TV .... . San Antonio 
WJIM-TV ..... Lansing KFMB-TV ..... San Diego 
KARK-TV ... .. Little Rock KGO-TV ..... . San Francisco 
KABC-TV .... . Los Angeles KREM-TV .... . Spokane 
WTVW....... Milwaukee Dr: «© «#6 6s « Mee 
KSTP-TV .....M’p’l’s-St.Paul KEDD ....... Wichita 


. . Nashville ABC Pacific Television 
Regional Network 


WSM-TV .. 


<= 


- 
Seer esenTeD ¢ iid g. 


i pit « St. Louts ° 

















That's right! When you buy a slice 
of WJAC-TV, Johnstown ... you get 
@ generous portion of the entire South- 
western Pennsylvania market: Johns- 
town, Pittsburgh AND Altoona! Check 
these Hoopers on WJAC-TYV: 
FIRST in Johnstown 
(a 2-station market) 
SECOND in Pittsburgh 
{a 3-station market) 
FIRST in Altoona 
(a 2-station market) 


Sure recipe for fast sales is the 1 buy 
that covers 3... 





Get full details from your KATZ man! 
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Biggest Fiour Miller 
Please accept my sincere apprecia- 
tion for the wonderful article “The 
Mills of the Gods.” The only part 
which might be misinterpreted is the 
paragraph immediately under my pic- 
ture in the second column on page 38. 
This paragraph reads: “and whereas 
General Mills is, in the words of 
Chairman Bullis, ‘milling selling, and 
distributing more flour now than we 
ever did,’ it ranks only second in the 
flour market. First place is held by 
Pillsbury (expecting strongly to be 
No. 1 next year, Mr. Bullis, for one, 
feels General Mills has regained its 
lead in the past sixty days however.)” 
The writer meant to say that General 
Mills has ranked second in the cake 
mix field; however, during the past 
sixty days all of the research indices 
show that we are now No. | in that 
field. General Mills by far ranks first 
place in the flour industry—in other 
words, we are the largest flour milling 
concern in the world. Again let me 
thank you on behalf of the officers of 
our company for the splendid article. 
Harry A. BULLIs 
Chairman of the Board 
General Mills; Inc. 


Minneapolis 


Miller Likes 
May we have your permission to 
reprint the article titled “The Mills of 
the Gods” which appeared in the De- 
cember, 1954 issue of TELEVISION AGE? 
CARROLL K. MICHENER 
Editor 
The Northwestern Miller 


Note: Permission granted. 


Pithy Report 

You’ve done an excellent job on 
“Responsible Reporting” (Newsfront, 
TELEvision AGE, Dec. 1954). We're 
going to need a lot of such reporting 
and assistance in the months to come 
and I hope it’s all done as pithily as 
you've done it in the December issue 
of TELEVISION AGE. 


H. E. Fettows 
President NARTB 
Washington 


Time to Think of Color 
Although it may be well over a year 
before color receiver “circulation” at- 
tains a substantial figure, the time for 
advertisers, agencies and telecasters to 
devote a substantial share of their 
thoughts and efforts to color tv is right 
now. In the light of past experience 
as a reader of TELEVISION AGE, I am 
sure that your January issue will stim- 
ulate the aforementioned thoughts and 
efforts considerably. 
GeorRGE BURBACH 
General Manager 
Ksp-TV St. Louis 


Sarnoff Premonitions 

General Sarnoff (“David Sarnoff 
Looks at TELEVISION AGE, 
December) seems to have most ex- 


Color,” 


citing premonitions about develop- 

ments in the industry which he has 
done so much to build. 

Mrs. DoucLas Horton 

New York City 


Knew It All Along 
...the article titled “What 
Price Film Commercials” (November 
1954) is .... what I have been trying 
to tell people for so long. 
Pat HALVERSON 
Photo Enterprises Inc. 


Wichita Falls, Tex. 


ANA Pleased 

Now that we have our big ANA an- 
nual meeting behind us, I want to say 
that I thought your feature article 
(November 1954) 


- »« was most 


commendable . . . . It was exception- 
ally well done. 

Paut West 

President 


Assn. of National Advertisers 


Sea Level Important 

There is a great deal of excitement 
at the present time on getting anten- 
nas up in the air. The table (“The 
Sky’s the Limit”; TELEvis1ion AGE, 
Dec. 1954) does not.... tell the 
whole story. The height above sea 
level is a factor. For example, WHUM- 
TV Reading with a tower located on a 
mountain near Bethel, Pennsylvania, 
has a height at the base of some 1500 
feet above sea level so that the total 
height of the tower above the sur- 
rounding country is_ considerably 
more than that shown on the table. 

There is some question as to wheth- 
er or not it is more economical to 


(Continued on page 20) 








Another FIRST for St. Louis’ 
FIRST TV station... 


On December 11, 1954, KSD-TV became the 
St. Louis Area's FIRST TV station to telecast 


FILMS and SLIDES 
in FULL COLOR 


KSD-TV's new RCA Three-Vidicon Equipment is 
currently available for the use of advertisers’ 
color films and slides at no additional charge. 


KSD-TV 


The St. Louis Post-Dispatch Television Station 
100,000 Watts on VHF Channel 5 





National Advertising Representative: 


SPOT SALES 
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Two facts worth consideration: 





as 


TH 








| 1 ® we ee A ¢C -T WV 316,000 watts 


is New England's most powerful TV 
transmitter. 


2. WNAC-TY leads in top- 


rated shows. 


These two facts establish WNAC-TV 
New England’s best buy. At this 


moment, a few rare opportunities exist 
for spot and program buyers. 


{okt Geeemteae | 


E YANKEE NETWORK 


DIVISION OF GENERAL TELERADIO, INC. 
21 BROOKLINE AVENUE, BOSTON 15, MASS. 
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Letter from the Publisher 


The Color Range, Today and Tomorrow 


Everyone who has viewed color tv knows of its programming 
impact—its plus power to entertain, to inform, to sell ideas and 
goods. And the technical progress that color has made is little 
short of the miraculous. The question now is: Where does color 
go from here? 

Economically, the chicken and egg cycle that plagued tv in 
its early days is even more complex in color. AT&T has not yet 
set its cable rates for color, and that rate policy has many com- 
plications. Color television’s importance as a mass medium de- 
pends on set circulation; the sale of sets depends on the price— 
and the continued economic well-being of the nation. The prob- 
lems and obstacles are clearly many and great. But whatever 
these problems and obstacles we know that color is coming; 
whether it be two years, five years or longer, it will be here. In 


1955 many of the definite patterns will be achieved. 


Because of the long range importance of color, TELEVISION 
AGE in almost every issue has published some feature on the sub- 
ject. A year ago last December TELEVISION AGE predicted that 
color would be approved by Christmas. (Actually the FCC pro- 
Dec. 17.) Our 


stories have ranged from features on packaging for color to news 


nouncement on commercial color was made 


breaks on the facilities timetable. Our network program chart 
Our 


monthly set count includes color set circulation on a marke'-by- 


each month indicates programs that are telecast in color. 
market basis. : 
Our readers have been kept thoroughly up to date on the 


progress and problems of the new dimension in television. 


From time to time we have been criticized for “going over- 


board” on color. We don’t think that criticism is valid. We have 
found, for example, that among agencies and advertisers, our 
stories on color have generated greater interest than any other 
single aspect of the medium. Color is the next frontier of tv. It 
will bring new advertisers and new money into the medium. It 


is of the future, to be sure. And the future belongs to color tv. 


Cordially, 


Ay ful 


Super-Powered 


fo Your Profit 


VY i Wn >> 


: 


WGAL-TV 


DUMONT 
LANCASTER, PA. 


316,000 watts 


a 
~“ 


A RICH MARKET with nearly a 
million families who have a yearly 
buying income of over $5 billion. 


A SUPERPOWERED STATION — 
the one station that reaches this 
vast territory including Lancaster, 
York, Harrisburg, Reading, Leba- 
non and countless other cities 
and towns. 
STEINMAN STATION 
Clair McCollough, Pres. 


Representatives: 
MEEKER TV, INC. 


New York Chicago 
Los Angeles San Francisco 
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WERE -TV NOW AMERICA’S 


MOST POWERFUL STATION WITH 


One Willen Watts 


POWER..... S| PERFORMANCE ..... PERFECT 
PICTURE ..... PROGRAMMING .....PERSONNEL..... 
PERSONALITIES ..... PULLING POWER..... PEOPLE ! ! 
And now. .... a MILLION WATTS of power to make even our 


previous achievements seem picayune. 


WBRE-TV has to its record some outstanding “Firsts” but none greater 
than being the FIRST MILLION WATT TV STATION IN THE 
NATION. WBRE-TV applied for and received the first million watt tv 


AN Q@ OC Basie Buy! 





station grant from the F .C.C. It is a source of satisfaction that we have 


been able to fulfill this grant in less than two years. 


The thirty years of great engineering, programming and selling know-how 
that went into our remarkable radio record is now achieving phenomenal 
feats of merchandising and selling for our TV clients. Full schedule of 
NBC shows in black and white and color... outstanding local shows... 


news and sports coverage of local, regional and national interest makes 


WBRE Channel 28 the Powerful, Programming, Audience-delivering buy 


in Television. 


-1TV Ch. 28 Wilkes-Barre, Pa. 


National Representative 


The Headley-Reed Co. 
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THE YEAR FOR COLOR, 1955 
The color ball is rolling, 


gathering size—and momentum 


COLOR FOR ADVERTISERS 
Tv is drawing new sponsors 
with color as its magnet 


COLOR AND FILM 
Film syndicators say—and show— 
that they are reeling with color 


COLOR FOR STATIONS 
Outlets are buying the network rainbow 
and even starting their own chromatic shows 


INDUSTRY IN A HURRY 
Already America’s fastest business, 
tv promises to set still more records 


COLOR LINE PULLS CUSTOMER INTEREST 
Chroma expert Howard Ketcham tells 
how people—and buyers—react to hues 


COLOR STATION STATISTICS 
Outlets list their current colorcasting, 
their plans and target dates for more 


LEADING ADVERTISERS NOT IN TV 
A special roster of spenders 
who are still absent from video 


DEPARTMENTS 


9 


19 


23 


61 


Publisher’s Letter 65 Film Sales 


Now at 
316,000 
WATTS! 





The “live” channel featuring New 
England’s most popular selection 
of “live” local shows, has a new 
POWERFUL REACH! Already New 
England’s most “viewed” channel 


Report to the readers 


Tele-trends 
The shape of the future 


The month’s activity 


Network Schedule 


The January line-up 


Tele-scope 87 Readers Ask 

What's ahead behind the scenes Questions on filming in color 
Newsfront 93 Set Count 

The way it happened Market-by-market figures 
Film Firsts 93 New Stations 

Syndicated tops in the top ten The openers’ openings 
Washington Memo 101 Im the Picture 

Problems poised for °55 Portraits of people in the news 
Wall Street Report 104 In Camera 


The financial picture 


The lighter side 





. . .« WJAR-TV now brings its fa- 
mous showmanship to more and 
more of the rich New England TV 
market. 

Remember, when plotting the New 
England TV market . . . you simply 
cannot beat the coverage of 
powerful Channel 10, Providence! 
Ask for our new powerful station 
brochure! 


WJAR-TV 


CHANNEL 10 
Providence, R. I. 


NBC-Basic © ABC — Dumont — CBS 
WEED TELEVISION 
National Representatives 
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"Khe years mowe on= 


like sheep in a dream... 


ea 


: 


Some folks count sheep. 


Storer Broadcasting Company, however, counts years 


of service in the public interest. And 


pledges to expend every effort to make 1955 


» 2 
beh At . 


ad 


~- 
as memorable as the twenty-seven Storer years 


that have turned the bend of memory. 
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STORER BROADCASTING COMPANY 


WSPD - WSPD-TV KPTV WAGA +» WAGA-TV WJBK + WJBK-TV 
io) (-te (oo @)allo) Portland, Ore. Atlanta, Ga. Detroit, Mich. 


WJW + WXEL-TV WBRC + WBRC-TV WWVA WGBS + WGBS-TV 
(@ 7-1 lel ale ME @ illo) Birmingham, Ala. Wheeling, W. Va. Miami, Fla. 


NATIONAL SALES HEADQUARTERS: 
TOM HARKER, V. P., National Sales Director BOB WOOD, Midwest National Sales Mgr. 
118 E. 57th St., New York 22, Eldorado 5-7690 * 230N. Michigan Ave., Chicago 1, Franklin 2-6498 
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oS ~ IN 
EASTERN 


THE KTVX 
AREA MARKET 


Counties Covered -.....................--. 31 
Total Population 1,038,994 
ne Pees 313,491 
po ee ee ee 170,650 


Spendable Income _...$1,298,141,000 


Total Retail Sales ______.. $916,065,000 


oond a A 


Western 
- 350-microvolt-per-meter “rural” coverage circle. 


OKLAHOMA'S 


oLenapa” 
° 





ODeiaware Bue! 


























@Nowata 
Q tova wrreoas Vinita ' 
CENS Sf Caton none *d 
Cheisea @ S ° 
Talala AYES ° 
Disney 
° , ar 
Colgan For"! Sra 6 @ Nay 
Collinsville Soave Ofu:ra 
O'Soerry - Pryor R52 2a Renan: 
OVerdgns Choteau ots ™  okarsas 
Pay » 





° 
Inola OMare 


Yonkers 


Sene- 















Buby aK Red Bed 


Ohay, 
OKMULGEE 50 ew, 


Porter WyDarko 


OWNED AND OPERATED BY 


TULSA BROADCASTING CO. 


we of Gen. Offices — Box 1739, Tulsa, Okla. 


DUMONT 


1 A Beet Studios — 720 Eastside Blvd., Muskogee, Okla. ‘Ben Holmes 


Vice Pres.-Gen. Mor. 


K TUL Radio, Tulsa,. Okla. 
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AVERY KNODEL, INC., National Representative 





Natl. Sales Mgr. 


Affiliated with 
— KF PW Radio, Fort Smith, Ark. 











oounomeon Pele-Trends 





BUSINESS BAROMETER 


Television business broke all records in October, setting new high points in all three 





revenue areas. 


The increase came in the thirteenth month of the TELEVISION AGE continuing study of 





business for the industry. 


Local billings for October were up 26.5 per cent over the totals in September, national 








spot gained 27.8 per cent and network, 15.2 per cent. 


The jump for local and national spot was nearly double that recorded in any previous 





month of the 13-month period in which the study has been conducted, and 


Nov. Dec. 1953 Jan. 1954 Feb. Mar. Apr. May June July Aug. Sept. Oct. 


+45 
+40 
+35 
+30 
+25 
+20 
+15 
+10 
+5 
0 
~§ 
—10 
—15 
—20 


Source: Television Age 


Oct., 1953 





that in network was more than two percentage points above the highest 


previously recorded. 


While the strength in television business generally had been reported from all parts of 
the country, the TELEVISION AGE study was the first statistical proof that the 
gain was so great and so widespread. Looking back over a one-year period the 





26.5 per cent increase in local business for October over September can be 
compared to a 14.3 per cent increase in March over February. The March gain was 
the biggest of any other month during the year. Next biggest gain was in 
April, over March, when local billings jumped 7.5 per cent. Activity for the 
entire year can be followed easily on the chart. 


During a similar one-year period national spot's biggest increase, next to the current 





27.8 per cent gain in October over September, was in March. In March the boost 
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Tele-trend corin..: 





over February in national spot business was 14.2 per cent. Next to that the 
increase in September over August, of 9 per cent, was the greatest. 


The network gain in October over September of 15.2 per cent was highest for the year, 
but a gain of 12.9 per cent was recorded in March over February. Next greatest 
gain was in September when the increase over August was 7.7 per cent. 








October was the third consecutive month to show gains in the network category. The 
upturn from the summer doldrums started in August with a 2.2 per cent gain 
over July. 


Throughout the one-year period changes in network billings have been less abrupt than 
in the national spot and local categories. The chart illustrates this 
tendency. While there are no comparable figures for previous years those in 
the field believe that the networks have made considerable headway in 1954 
toward minimizing the summer slump which was much greater in the earlier 
years. 








Local billings increased to their record highs in October after good gains in September. 
The summer downturn for local had lasted for three months, starting in May 
and taking the turn upward in September. The drop in local was never as 
severe during the summer as that in national spot. 





National spot revenue reached its low at the end of August. At that point it was only 
fractionally above the October 1953 mean on which the TELEVISION AGE Business 
Barometer is based. 


The upturn in September, however, was sharper than that in local or network, and the 
gain in October over September of 27.8 per cent was the greatest of any 
division of business. 





The spot report for October is emphasized by the general opinion among representatives 
and others close to this segment that 1955 will be the big year for spot. 
Joseph J. Weed, president of Weed Television Corp., says "Spot tv will have 
tremendous gains in 1955 because national advertisers know that the basic 
sales approach is to reach the consumer the swiftest, most direct way at the 
lowest possible cost." 








This report starts the second year of the TELEVISION AGE continuing study of business. 
A substantial number of stations have contributed to the report, sending their 
figures direct to Dun & Bradstreet. That Wall Street firm's tabulation of 
totals is furnished to TELEVISION AGE, where the material is analyzed 
with the help of the magazine's consultants. 
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' With cats whe Know their 


+ DIXIZLAND 
it's KTRK-TV, 13 to1 


Dixieland takes the beat from the leader: Houston, 


with its million people ...long gone and still going. 


And the hottest spots in Houston are the few left open 
on KTRK-TV. Programming’s in the key of ABC, with 
KTRK-TV’s local variations. It must be good, because it 


packs ’em in...audience and advertisers. 


Get the pitch direct from us or from BLAIR-TV. 


KTRK-TV, CHANNEL 13, THE CHRONICLE STATION, P. 0. BOX 12, HOUSTON 1, TEXAS HTA I. -TV 


Houston Consolidated Television Co. 

General Mgr.: Willard E. Walbridge; Commercial Mgr.: Bill Bennett. 
National Representatives: BLAIR-TV, 150 E. 43rd St., New = 17, nae 
asic " 





She's not exactly what you'd call dainty, but she 

sure gets a lot done. Louise is a blast furnace at the 
Portsmouth, Ohio, plant of the Detroit Steel Corporation. 
On an average day she's likely to produce (among other 
items) about 1,200 net tons of molten pig iron with 

all the hard-working energy of a housewife turning out 

a batch of pies. Louise is pretty young as blast 


furnaces go (a year and a half old), stands a whopping 
238 feet high, and has thus far contributed almost 
half a million tons of pig iron to the needs 
a> 
Fis | 





of American industry. 
We tell you about Louise because she’s only 
one of many super-sized producers of both raw 
materials and finished goods you'll find from 
one end to the other of our Ohio River V x 
This busy area, so completely served by TY, 
has earned logical recognition as the industrial 
heart of America — a vastly expanding region 
where manufacturing, employment, payrolls, and 
buying power are in their happiest of heydays. 
As a market for whatever you sell, this 
can’t be beaten. Nor, as an efficient way of 
reaching all this, can you do better than 
enlist the aid of WSAZ-TV. Here’s the sole 
medium that covers the whole market — and 
in two essential ways. For one, you can 
inscribe a sweeping circle that encompasses 
dozens of major towns and cities. For 
the other, you must weigh the sphere of 
influence WSAZ-TV programming has in the 
homes and affections of almost 500,000 
TV-set-owning families. 
If you think that a share of four 
billion dollars in annual income is 
something you'd like, we'd suggest that 
you get in touch very , 
qui the 
Katz 
have. 
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WSAZ § 
T 2 he YT: Ss Few 
* qlso affitiated with Radio Stations WSAZ. 
Huntingion WGKYV, Charleston 
Lawrence H. Rogers, Vice President tnd ~ - 


General Manager, WSAZ, Inc. a 
represented nationally by The Katz Agency « 





wurr memes TEle-Scope 


Rockefeller Center Color City 7 

Still very top level and hush-hush are plans for 
an NBC Color City. Rockefeller Corporation, Inc., 
present landlord of NBC’s Radio City offices and 
studios, has come up with drawings for the con- 
struction of a building near Radio City which 
would house all of NBC’s ever-expanding color 
activities. At present the network’s color studios 
are spread out around traffic-teeming Manhattan 
and its sister borough of Brooklyn. The plan calls 
for NBC to lease the building from the Rockefeller 
Corp. which is anxious to continue a landlord- 
tenant arrangement with RCA’s broadcasting 
afhliate. RCA Chairman David Sarnoff, of course, 
will figure prominently in the negotiations which 
are expected to jell-or-else sometime in the spring. 


Rocky Road for McConnaughey 

Confirmation of President Eisenhower’s nomina- 
tion of George C. McConnaughey as chairman of 
FCC seems destined for rocky going before new 
Congress. With Democrats controlling both houses 
word is on Capitol Hill that nomination may be- 
come test of party’s strength and means of impres- 
sing President with importance of consulting 
Democratic leaders before filling important posts. 


TvB Early Birds 

Telévision Bureau executives are unwilling to 
give out a figure on memberships, but educated 
guess is that about 70 stations joined before mem- 
bership campaign began or application blanks had 
even been printed. Budget of $400,000 for first 
year represents less than one-half of potential, 
TvB says. 


$2 Billion for Tv 

Throwing down the gauntlet to other forms of 
advertising, Television Bureau membership com- 
mittee chairman and board member Lawrence H. 
(Bud) Rogers, wsaz-Tv, Huntington, W. Va., says 
it is “unthinkable for television, the giant of the 
communications industry, to be content with one- 
tenth of the advertising business of the nation.” It’s 
a blue chip business and its share of total adver- 
tising could total $2 billion, in his opinion. 


Uhf’s Watch Hopefully 

Uhf station operators and permit holders are 
cheered by prospects of maximum power (WBRE- 
Tv Wilkes-Barre, Pa.) and possible satellite op- 
eration (KIVA-TV Yakima, Wash.) but are watch- 
ing results before trying to apply these improve- 
ments to own situations. However, most cheering 
news is indication that networks are looking with 
more favor on uhf affiliates. A network affiliation 
would solve problem of most uhf’s. 


New Closed-Circuit 

The recently formed Fleetwood Corp., Toledo, 
headed by engineers who manned tv development 
at Willys Motors, marketing new closed-circuit ty 
projector for hotel, club and classroom use. But 
Fleetwood’s newest news: a completely equipped 
mobile unit, to be introduced early this year, for 


under $40,000. 


Steered Away From Color. 

One major advertiser just finished shooting 52 
segments of his film series. His producers suggest- 
ed doing it in color, and he was interested, but his 
agency said no. One reason for the advice: Net- 
works—and film manufacturers—have yet to set 
up standards for color films on tv. 


French Tv Boom 

French television is currently going through a 
boom period with receiver sales hitting the high- 
est figure yet attained. Prices for sets are still 
high, by American standards, with a 15-inch set 
for $500 promised by several of the big 
French manufacturers. Only a relatively few of 
the sets offered are of American manufacture since 
government-controlled French tv has 809-lines 
as compared with the American 525-line system. 


Cartons for Film 
Networks and film distributors are switching 


from metal film cases to corrugated cartons for 
shipping film. Test run by network proved that 


difference in air express charges for lighter paper 
cartons more than pays cost of the container. NBC, 
ABC, CBS all using the new cases. 
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Letters (Continued from page 6) 


place a medium height tower of, say, 
500 feet or 600 feet to support an an- 
tenna and use a number of strategi- 
cally located satellites or to have a 
1,200 to 1,500 foot tower. These high 
towers are really expensive and un- 
questionably are a definite hazard to 
air navigation. ... . I congratulate 
you on the very excellent and timely 
article. 
Rosert W. WEEKS 
President 
Wind Turbine Co. 
West Chester, Penna. 
May Talk Later 
I enjoyed reading the Washington 
Memo and hope the time will come 
when I can be more communicative 
about the committee. 
Warren G. MAGNUSON 
United States Senate 
Goodwill’s Haberdashery 
Our attention has been called to the 
mention of Goodwill Industries in the 
article “Do They Dress the Part” on 
page 64 of the December issue of 
TELEVISION AGE. As you know, Good- 
will Industries reconditions and sells 
donated articles, clothing, furniture, 
toys and wares. The proceeds of these 
sales supports the Goodwill program 
among the handicapped. Clothing giv- 
en to Goodwill is repaired by expert 
tailors, pressed and, when sold, is in 
good condition. Our customers are 
families in low income brackets who, 
I am sure, find our three stores in the 
metropolitan area a real boon. 
the statement was probably made in- 
advertently, but we feel it casts a ra- 
ther unhappy reflection on our work. 
Would it be possible for you to cor- 
rect the misleading impression? 
MARGARET FREDIN 
Goodwill Industries of New York 


Note: Our story was about fits and mis- 
fits in clothing worn by some of television’s 
male name stars. The mention of Goodwill 
was to illustrate the point that sometimes 
the haberdashery these actors wear looks 
on the screen as though it had been made 
for someone other than the star wearing it. 
The Editors have nothing but goodwill for 
Goodwill, not only in New York but in all 
parts of the country. 


KBTV Movie Ratings 

In the November issue of TELEVI- 
SION AGE there was a story headlined 
“Million Dollar Magnet” which told 
about the success of the General 
Teleradio film package on wor-TVv in 
New York City. 


Here in Denver on KBTV we have a 
with Million Dollar 
Movie that we feel is even more out- 
standing and astounding. Here are 
the basic facts. Million Dollar Movie 
began on KBTV six weeks ago in this 
market of 4 tv stations, 10 am sta- 


success story 


tions, and 4 fm stations—a total of 18 

competitors jockeying for the viewing 

and listening audience in an area of 

1 million population. The very first 

show received an ARB report of 24.3 

as compared with reports of 5.2, 4.8 
and 3.2 on competing stations. 

Cuarves R. Howarp 

Promotion Director 

KBTV Denver 


Word On “Inside Word’’ 

Thanks for the reference to Divi- 
dends in TELEVISION AGE. (“The In- 
side Word Gets Out”, TELEVISION 
AGE, December) The whole story is an 
interesting round-up. 

VINCENT DRAYNE 
Ketchum, MacLeod & Grove 
Pittsburgh, 

“P.Z-Q’s” 

Your discussion of 
(“The Inside 


omitted 


December 
house organs 
Gets Out) 

“P.Z-Q’s”. 
quite proud of it, and pleased by the 
reception it gets. A lot of folks have 
said nice things about “P-Z-Q’s”. 

James B. ZaBIN 
Posner-Zabin Advertising 
New York City 


Commission Figures 


agency 
Word 


Zabin’s 


Posner- 


Age: 2—we’re 


When will writers for advertising 
publications settle on the proper way 
to figure agency commission? More 
and more agencies are learning that 
in order to have 15 per cent on gross 
cost you must add .1765 to net costs. 

Your article “What Price Film 
Commercials?” (November 1954) 
makes the error. . . 

Paut D. KRanzBERG 
Padco Advertising Co. 
St. Louis 
Reprints 

We interested in knowing 
whether reprints are available of an 
article entitled “What Price Film 
Commercials?” which appeared in the 
November issue. 

Epwarp J. WEGMAN 
Holland-Wegman Productions 
Buffalo 


(Reprints are available at 15c each. 100 
copies for $12.) 


are 
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Pulse Reports in 
Wichita Falls, Texas 


I 


KWETTV 


CHANNEL 6 


more hours every day 


SUNDAY 
MONDAY 
TUESDAY 
WEDNESDAY 
THURSDAY 
FRIDAY 
SATURDAY 


LESS THOSE QUARTER 
HOURS WHEN OTHER 
STATION NOT ON AIR 


iv 


than any other 


TV station! 


CHANNEL 6 


38 
36 
21.5 
36 
24 
35 
42 
232.5 
22 


210.5 





*CBS & DUMONT TELEVISION NETWORKS 


CHANNEL 


Represented by BLAIR TV, Inc. 








STATION ‘‘B" 
4 
4 
18.5 
16 


15 


70.5 


62.5 
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Cleveland’s 


prosperous 
alr... 


It figures that a market where incomes (personal) and 
output (industrial) are climbing sky-high should also have 
an immense stake in America’s air age. 

Among the incredibly diverse catalog of products created 
by Cleveland’s 3,000-plus plants is a whopping share of 
aviation equipment —roughly, 25% of all parts and acces- 
sories used by U.S. aircraft makers. And (being peren- 
nially in the forefront of progress) Cleveland manufactur- 
ers have become the biggest producers of jet engine parts. 
Situated at a logical crossroads of passenger and cargo 
air routes, Cleveland Airport ranks as one of the largest 
municipally-operated fields in the world. It’s used daily 
by eleven scheduled airlines, with about 1900 flights of all 
types logged in and out during an average week! 
Cleveland’s prosperous air has its sound basis in fact — 
the solid ground of over three billion dollars in annual 


buying power and a per-family income that’s No. 4 among 
all metropolitan areas in the nation. 

The air around Greater Cleveland, though, is filled with 
more than aircraft. This is the medium, too, whereby 
WXEL (its fastest growing TV station) reaches a con- 
stantly-growing audience of Clevelanders and the 
productive route by which so many advertisers move their 
messages into the homes of their best prospects. If you’d 
like to airlift your sales story over the same route, any 
KATZ office can show how to spread your wings in our 
fabulous Cleveland market. 


Cleveland VI xX Re 
Channel 8 L 


Represented nationally by the KATZ Agency 



















































BETTER TIMES FOR UHF. Things 
are looking up for uhf. During De- 
cember the center of uhf interest 
switched from the first uhf satellite 
at KIMA-Tv Yakima, Washington 
(“Newsfront”, TELEVISION AGE, Dec. 
1954) to the first million-watt trans- 
_mitter at WBRE-TV (ch. 28) Wilkes- 
Barre, Pa. 

The RCA transmitter is a modifica- 
tion of two 12% kw transmitters to 





DAVID BALTIMORE 
Predicts wide coverage 


get 25 kw power, which feeds output 
into a 46-gain antenna. RCA engi- 
neers are gradually stepping up the 
power which, at maximum, is expected 
to send a usable signal into the 
fringe areas which formerly received 


the station® only under ideal condi-* 


tions. 

Station president Louis G. Balti- 
more and his son, David, who is gen- 
eral manager, 


predict super-power 


will beam programs to two million 
people in 20 Pennsylvania counties. 
Dedication ceremonies were held at 
the station Dec. 10. 

The uhf spotlight will continue to 
shine on Wilkes-Barre, since another 
megawatt installation will be 
there during January. WILK-Tv (ch. 
34) will install GE’s version of the 
super-power transmitter as soon as 
all parts can be delivered. The GE 
approach differs slightly from that of 
RCA, uses three 12 kw units to get 45 


made 


uuu Newsfront 


kw power which will be fed into a 
conventional 25-gain helical antenna. 

Installation of the two 
power transmitters side by side gives 
an opportunity to compare perform- 


maximum 


ance under nearly identical condi- 
tions. 
Meanwhile, interest in uhf con- 


tinued on the uptrend. Turning point 
was the revised multiple ownership 
rules announced some weeks ago by 
the FCC, allowing 2 uhf stations in 
combination with 5 vhfs to one own- 
er. CBS entered into ultra high with 
the purchase of woKy-Tv Milwaukee, 
and NBC has announced its intention 
of acquiring two u’s. Storer Broad- 
casting was the first entity to acquire 
its limit of u’s and v’s. 

With 


favoring aid to 


pressure from Washington 
networks 


seem more kindly disposed toward 


the u’s, 


the idea of u affiliation even in mar- 





G. E.’s 45KW TRANSMITTER 
A trip to Wilkes-Barre 


kets which have v’s on the air. Net- 
work programming would boost uhf 
set sales materially in most areas, 
helping with a problem that has 
plagued almost every ultra-high out- 
let. 

With more than a hint of network 
favor plus the better coverage offered 
by higher power and satellite trans- 
mitters, it appears that 1955 prom- 
ises better things for the uhf operators 
who pulled through the dark days of 
1954. 


THE COMPETITION. One of the 
surest signs of the Christmas season 
that television had had a good year 

and promises even haler health in 
1955—was that 
talking, not about tv, but radio: 


broadcasters were 
e Ben Gross, knowing reporter of ty 
progress, asked in print “Is Network 
Radio Doomed?” RCA’s board chair- 
man Gen. David Sarnoff answered (by 
mail) that “.. 
of the problem which network radio 


. our early recognition 


is now facing does not mean abandon- 
ment of effort and resolve to cope af- 
firmatively with it . . . NBC would be 
the last, not the first to abandon the 


field.” 
e The NARTB considered a proposal 


of its am radio committee to provide 
special studies on significant revenue 
and expense trends. The request sug- 
gested a special information panel 

based on a 150-station minimum—be 
established to provide data on op- 
markets and, 


erations, significantly, 


competition. 
e Network monthly billing figures, as 


reported by Publishers’ Information 
Bureau, showed why radio men were 
worrying: All major radio networks 
showed a drop in October billings, as 
compared to the same month of the 
previous year. Conversely, television 
networks showed strength: up 69.3 


per cent for ABC; 46.9 per cent for 





JOHN KAROL 
Sees radio strength 
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CBS Television; 19.9 per cent for NBC 
and down 2.5 per cent for Du Mont. 
For the first ten months of the year, 
television network billings totalled 
$254 million. 

e CBS Radio’s John Karol, vice presi- 
dent in charge of network sales, an- 
nounced renewal of 22 network pro- 
grams for 52 weeks, a gross of more 
than $18 million. “There can be no 
more emphatic proof of 
strength,” said Karol. 

e William H. Fineshriber, Jr., vice 
president in charge of the NBC Radio 
network, announced a few days later 
that 30 programs had been renewed 
for 19 accounts. The $17.9 million 
was upped by another $1.4 million of 
new business. “Another clear indica- 


radio’s 





WILLIAM H. FINESHRIBER, JR. 
Sells judicious advertisers 


tion of the stability of NBC Radio,” 
said Mr. Fineshriber who noted the 
purchases were made “by national ad- 
vertisers who are judicious in their 
choice of media.” 

e Holiday sales of television and ra- 
dio sets were strong and in keeping 
with the year’s totals. Tv set sales for 
October were the highest on record— 
more than 921,000 for a four-week 
month. And 1954 had seen 5.6 million 
tv receivers change hands during its 
first ten months. But here radio was 
clearly ahead. Am set sales were just 
under 1 million for October, just over 
8 million for the 10-month period. 


TV AUDIENCE MATURES. The vast 
majority of people in the United 
States have never seen a colorcast. 
This was pointed up again with the 
1954 Videotown report, a study of 
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television started in 1948 and con- 
tinued since by Cunningham and 
Walsh. 

In Videotown (New Brunswick, 
N. J., considered a typical town for 
purposes of research) only 8 per cent 
of the viewers in television homes 
have seen any kind of color television. 
Of these, slightly under half were 


favorably impressed. They com- 
mented: “vivid”, “beautiful”, “inter- 
esting” and “wonderful”. Another 


third made such comments as “not 
clear”, “black and white is just as 
good” and many controls to 
work”. Other objections were small 


“too 


screen and high price. 

Of people questioned who did not 
own a b&w set, 4 per cent had seen 
color television. All of these liked it. 

The Videotown surveys offer some 
interesting contrast between the ma- 
ture television audience of 1954 and 
the audience of earlier years. The im- 
pact of a television set in the pre-1953 
home was such that viewing cut deep- 
ly into other normal daily routines. 
But that year was the turning point. 
In 1954 the survey verified a trend 
seen the year before. The public was 
rebudgeting its time to permit enjoy- 
ment of television and yet include 
other pleasures which had been cur- 
tailed, such as reading, movie-going 
and other leisure pastimes. 

Daytime viewing increased in 1954. 
From 1951 the increase in morning 
viewing has risen each year from 1 
per cent to 5 per cent to 8 per cent and 
to 14 per cent in 1954. Housewives 
showed a substantial increase in view- 
ing, both in the morning (22 per cent 
in 1954 as compared with 12 per cent 
in 1953) and in the afternoon (25 per 
cent in 1954 and 19 per cent in 1953). 

Viewing habits of individual mem- 
bers of the family were fairly well es- 
tablished by 1954 with only fractional 
changes up or down from year to 
year. Monday through Friday, hus- 
bands spent 13.3 hours in front of 
their tv sets, wives 13.8 hours. Chil- 
dren under 10 spent 7.7 hours, with 
viewing highly concentrated in late 
afternoon and early evening. Teen-age 
children and young adults spent 10 to 
12 hours watching tv in a similar 
period. 


TvB NAMES CASH. The Televi- 
sion Bureau of Advertising is rapidly 
getting set for its prime function 


which, according to president Oliver 
Treyz, is to “sell advertisers increased 
television appropriations.” 

Two latest developments were: ap- 
pointment of Norman E. “Pete” Cash 
as Director of Station Relations, and 
distribution to television stations of a 





NORMAN E. CASH 
Gets things done 


booklet answering questions about the 
organization and its purposes. 

Mr. Cash has an excellent industry 
background. He was station relations 
director at NBC, general sales man- 


.ager for Crosley Broadcasting Co. 


and, most recently, eastern sales man- 
ager for ABC. President Treyz sums 
it up, “Cash gets things done; he com- 
mands the respect of the industry.” 

The booklet, a careful outline of 
television and TvB plans, is written in 
question and answer style: 

Q. . . . does television really need 
an industry-wide organization? A. To- 
day, tv advertising gets only ten cents 
out of every dollar the nation’s ad- 
vertisers spend. 

Q. . . . can a single promotion or- 
. . help make tv No. 1? 
A. Television has been the only medi- 


ganization . 


um without a central promotion or- 
ganization. ... 

Q....if you have something better 
to offer—like tv—don’t people just 
naturally want it? A. Sure, but you 
have to make sure they know about it. 

Q. . . . just what will TvB do? A. 
These things: 1. Follow a program of 
research. 2. Contact the 
strategy-making levels of advertisers. 


original 


3. Work on large current tv adver- 
tisers. 3. Be a regular source of useful 
information about selling trends. 














WOW .... 


Toledo's WSPD-TV 


has maximum power! 


Audio 


160,000 


Video 


316,000 


Watch for complete market facts 


soon to be released. 
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TOP MARKET--BEST BUY... 


Coverage ... Viewing Habits ... Maximum Power 

. . top CBS network programming, and over five 
years of telecasting experience are but a few of 
many important factors why KOTV is your best 
buy in the oil rich Tulsa market. 








When you buy the Tulsa market you can be sure 
of reaching an established viewing audience which 
KOTV, and only KOTV, can offer with its more 


than five year lead over other stations in the area. 


KOTV now serves a larger market than any other 
station in Oklahoma, using a maximum power of 
100,000 watts and a new tower 1,135 feet above 
ground and 1,328 feet above average terrain. 


Within the KOTV 0.1IMV/M coverage area of 
24,000 square miles live 1,116,790 people, and 
345,000 families (excluding Oklahoma County) 
who last year spent more than a billion dollars in 
retail purchases. 


Tulsa alone is a terrific market! A survey of Amer- 
ica’s 57 largest cities ranks Tulsa 7th in consumer 
spendable income, 6th in percent increase in retail 
sales since 1948, and 11th in percent increase in 
population since 1950. 


These people look to KOTV, a basic CBS affiliate, 
for the finest of network programming. These peo- 
ple depend on KOTV for well planned local tele- 
vision programming. Ideas, technique and know- 
how that come from more than 26,000 hours of 


television service to a 4-state area sell your products 
when you buy KOTV — Tulsa’s No. 1 Station. 


WAR 
wy 


AFFILIATE 
TULSA 
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Represented by 





Edward Petry & Co., Inc. 
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The year for color 


he color television ball is rolling. And it is 

gathering size and momentum with every 
turn. In 1955 color will become a factor to be 
considered in planning any national advertising 
campaign. 

NBC and CBS Television have laid the 
groundwork with consistent color programming. 
ABC and Du Mont are watching from the side- 
lines, but making color plans. The major pro- 
ductions in color in 1954 have impressed the 
public and the advertising world alike. Color is 
passing from the phase when everyone talks 
about it into that in which they do something 
about it. ; 

Advertisers and agencies pioneering in the 
medium are learning its most effective uses. 


Those who have watched from the sidelines are 
beginning the experiments which will eventually 
lead to trying color. Many are waiting for set 
circulation to grow, but others feel the novelty 
of color creates an audience much larger than 
the number of sets would indicate and the word 
of mouth advertising created by the vigorous 
new medium multiples impact many times over. 
(See story page 30.) 

CBS Television is selling color vigorously and 
the network promises new advances during the 
year just starting. 

NBC’s president, Sylvester L. Weaver, says 
to the advertiser, “The time to start color is 
now ... The color television campaign will de- 


termine the share of market of most consumer 

















28 January 1955, Television Age 





Dramatic scene from NBC's spectacular, State of the Union 


goods in color television homes, and 
this will start within this year.” 


Stations are going into color with 
confidence. Already 142 are scheduling 
the color programs fed by CBS Tele- 
vision and NBC (see story page 34). 
Another 124 are definitely planning 

color, and 81 of these expect to be 
ready within the year. 

The manufacturers have the neces- 
sary equipment in production and 
orders indicate that it will be shipped 
as fast as it is completed. Every major 
receiver manufacturer is offering. or 
planning to offer, big screen, com- 
patible color television at prices con- 
siderably less than they were asking for 
smaller screen models a few months 
ago. Prices may be expected to drop 
further as output increases. 

Film producers are ready. Some of 
the most important are already creat- 
ing color films which are available to 
advertisers as they are needed. All of 
the others have done their preliminary 
experimenting so that they can turn 
out color on order. (See story, page 
32.) The same applies to the producers 
of television commercials. 

The networks are unanimous in their 
belief in the future of color. While 


NBC and CBS have carried the ball, 





for the most part, in color program- 
ming, both ABC and Du Mont execu- 
tives have expressed confidence in 
color television as a medium. 

Principal point of difference be- 
tween them concerns the color time- 
table. 


When Economically Feasible 


ABC-TV executives point out that 
“best industry estimates are that it will 
teke about four years to replace set- 
for-set the black and white receivers 
now in use.” With this in mind the 
network plans to begin transmitting 
color “with the latest and most modern 
equipment” available when it is “eco- 
nomically feasible.” The date when 
this will take place is still obscure, and 
ABC-TV spokesmen will not further 
clarify it at present. 

A network spokesman summed it 
up: “The ABC-TV network is in a most 
advantageous position with respect to 
color television by virtue of not being 
connected with a manufacturing com- 
pany. By not being affiliated in any 
way with a tv manufacturing firm, 
ABC Television enjoys the unique ad- 
vantage of being able to select its color 
tv equipment from any manufacturer. 

“Incidentally, Disneyland — _ the 





Best of Broadway is CBS Television color feature 


greatest new program on television 
today—is being shot in both black and 
white and color. When ABC converts 
to color, this program will be ready.” 

CBS ‘Television plans further ex- 
pansion of color in 1955. The rotation 
schedule, by which each important net- 
work program is being produced at 
least once in full color, will continue 
into the new year. Already 69 of the 
network’s affiliated stations are carry- 
ing the programs in color. The two 
regular once-a-month series of color 
programs, The Best of Broadway and 
Shower of Stars, sponsored respective- 
ly by Westinghouse Electric Corp. and 
Chrysler 
throughout the winter season. 

The year 1954 has been an event- 
ful one for CBS Television in the color 


field. On August 22, the 


opened its new Color Studio 72 in 


Corp., will be continued 


network 


New York, one of the most compre- 
hensive studios of its kind in the 
country, and simultaneously converted 
10,000 square feet of Television City 
in Hollywood for network color ori- 
ginations from the West Coast. 

J. L. Van Volkenburg, president of 
CBS Television, has made the follow- 
ing forecast for 1955: 

“The New Year will see further ex- 











pansion of our color plans. Adver- 
tisers participating in the CBS Tele- 
vision rotation schedule gained ex- 
tensive experience in color television 
production, in problems of lighting 
and makeup and in the techniques of 
preparing color commercials to pro- 
duce the best possible reproduction 
and the most effective display. This 
experience is sure to be of inestimable 
value for the future as color takes on 
greater importance. As the rotation 
schedule moves into 1955, a total of 
69 of the network’s affiliated stations 
are equipped to carry these programs 
in color. More and more stations will 
acquire color equipment and find in- 
creasing audiences for the 1955 ex- 
panding schedule of color programs. 

“Television in 1955, according to 
all signs, shows good promise of be- 
coming a billion-dollar industry. 

“Contemplating this outlook recalls 
my 1951 year’s end prediction that the 
estimated number of U. S. television 
homes at the end of 1952 would be in 
the neighborhood of 19,000,000. I 
doubt whether even the most optimis- 
tic of us at that time would have pre- 
dicted that this figure would become 
more than 37,000,000 by the end of 
this year (1955). 


Panama Hattie, starred Ethel Mermon on CBS Television 


“While television’s growth has taken 
place during an era of enormous ex- 
pansion of the U. S. economy as a 
whole, I think it can be claimed that 
television has been one of the most 
powerful forces behind this economic 
expansion. In my view it is destined to 
continue to fulfill this role with ever- 
increasing effectiveness in the years 


ahead. 


Continuity Important 


“An outstanding 1954 development 
was the demonstrated value of con- 
tinuity and repetition in overall tele- 
vision programming: most of the top- 
rated network programs today have 
been seen at the same time, and on the 
same day, for an average of three 
years. In my mind it adds up to the 
fact that success in programming es- 
sentially depends on the ability to 
build a program schedule that will 
provide continuous and lasting enter- 
tainment at the lowest cost per thou- 
sand. We feel that in 1955 even more 
advertisers will be guided by the 
policy of continuity and repetition.” 

At Du Mont there is a sincere be- 
lief in color. Again, as with ABC-TV, 
there is doubt that conversion is suf- 
ficient at this point to be effective as 


NBC’s Tonight at 8:30 was in color 


an advertising medium. The network 
has stated tentatively that they believe 
this point will be reached when about 
“half of all television homes” are 
equipped to receive color. This goal 
is possible, the network believes, when 
a consumer can buy a “19-inch color 
receiver for around $500.” 

In a specially prepared statement 
Ted Bergmann, managing director of 
the Du Mont Television Network told 
TELEVISION AGE: 

“Color looms large in television’s 
future. There’s no doubt about that, 
but just when it will become an im- 
portant element of mass media is a 
matter that’s in the laps of the manu- 
facturers. Du Mont has been telecast- 
ing in color an hour a week on a regu- 
lar schedule over its Manhattan sta- 
tion, WABD, since November. Some 80 
Du Mont affiliates tell us that they will 
be equipped to transmit color from a 
network feed as of January 1. Many 
of them, in addition, will be able to 
originate color locally also. 

“But we at Du Mont are of the opin- 
ion that color will be an effective ad- 
vertising medium only when about 
half of all television homes can receive 
color programs. We think that time 


(Continued on page 44) 
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color: advertisers 





Television attracts new sponsors - - -and color proves an important selling point 


new legion of television sponsors 
A: on the march—those who 
haven’t used the medium before. Some 
of them have developed army-sized 
budgets in their fight for sales, have 
regimented acceptance of their prod- 
vcts via consumer publications. Others 
have small budgets, have managed to 
expand their advertising scope only 
by the most careful rationing and 
regulation. But starting in 1955, mem- 
bers of both groups are changing 
camps, are moving over to television 
even if it means bayoneting other 
media. And one important cause of 
the trend is color. 

To be sure, the advertising van- 
guard has long since entered the b&w 
television field: A recently published 
survey of the top 100 advertisers in- 
dicated that 87 per cent were buying 
network time. And some of them— 
like Oldsmobile, Reynolds Metals, 
Hazel Bishop, Sunbeam, RCA, Ford 
and Westinghouse, to name a few— 
have even started putting their plans 
for color tv (TELEVISION AGE, August, 
1953) into effect. 

But now the gravitational pull of 
color, alone, has been demonstrated 
by Eastman Kodak, which is making 
its debut as a tv sponsor expressly to 
take advantage of the new form. A 
company that spends nearly $2 million 
annually on advertising, Eastman is 
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the manufacturer of a product—color 
film, for both commercial and home 
use—that is a “must” for tv in color. 
As a result, the company that resisted 
television salesmen for years must 
have decided “the dye is cast”, for it 
has crossed its tv Rubicon. 

The Eastman purchase is a new, all- 
color show, Norby, slated to have pre- 
miered on 63 stations of the NBC-TV 
network Jan. 5. The comedy-drama 
series, starring David Wayne as a 
small-town banker, is being seen on a 
split network: 7-7:30 p.m. in Eastern 
and Pacific Time Zones; 9-9:30 p.m. 
Mountain Time, and 10-10:30 p.m. 
Central Standard Time. The program 
is being produced, not unexpectedly, 
on color film. Eastman’s agency is J. 
Walter Thompson. 


Get On Your Mark 


Indirectly, the anticipation of color 
has compelled some advertisers to re- 
evaluate their entire advertising plans. 
As a result, some have become acute 
set-counters, are poised to make the 
color plunge as soon as there is greater 
circulation. 

In answer to these potential spon- 
sors, the networks can only advise, 
“Get in now because color will be 
here sooner than you expect.” NBC- 
TV, for example, has announced its 
estimate of 15,000 color sets in use by 


the end of 1954. (The CBS estimate 
was even higher.) And NBC projects 
that figure to a healthy 215,000 sets by 
the end of 1955; their estimated total 
for the end of next year is an amazing 
1,365,000 color sets. 

Skeptics who believe color tv in- 
capable of such tremendous and 
speedy growth need look back only 
six months for their answer. At that 
time, critics of multichrome pointed 
to three problems that needed to be 
solved: Color screens, then about 12 
inches, were much too small. Cost of 
color sets, then selling for well over 
$1,000, was much too high. (A sug- 
gested “right” price was $500.) The 
third point was set circulation. Ob- 
viously, the first two are well on their 
way toward solution, a short six 
months later. And progress in the 
third area can be expected to be com- 
parably rapid. 

Furthermore, the growth of color 
stations has also jumped amazingly 
in the same brief span of time. At the 
start of last August, 47 markets had 
AT&T facilities to allow color trans- 
mission. Five months later, over 140 
stations were on with regular color- 
casts, and a comparable number hoped 
to install color during this year (see 
story, page 34). 

Potential color-sponsors, awaiting 
greater set-saturation, vary greatly in 











their minimum requirements. The 
lowest demand is for a 25 per cent 
total of the present b&w set count; the 
highest, for 100 per cent. 

Cluett Peabody & Co., manufac- 
turers of Arrow shirts, have used tele- 
vision over a period of two and a half 
years, according to Ad Manager Rus- 
sell Ziegler, but been “conservative” 
investors because of the “cost-per- 
thousand reached.” Mr. Ziegler feels 
about one-fourth the present number 
of b&w sets should also receive color 
before his company can seriously con- 
sider buying color time. But when 
saturation has reached that level, 
Cluett Peabody will probably make a 
tv allocation comparable to its present 
impressive expenditures on magazine 
color. 

Similarly, Ralston Purina Co., St. 
Louis, will “probably” match color 
ads in print media with color tv when 
there are “a lot more” color sets in 
circulation. Already having bought 
“several million dollars’ worth” of 
television, G. M. Philpott, vice presi- 
dent in charge of advertising, says his 
company is considering “much more” 
television for 1955. 

James Lees & Sons, carpet manu- 
facturers of Bridgeport, Pa., have al- 
ready backed ten special music pro- 
grams, Meet the Master, plus 39 weeks 
of Kate Smith and 13 weeks of Home. 
The company has not decided what it 
will do on color television but, noting 
total tv costs as too high, suggests that 


“perhaps” a one-third saturation 





would be its color requirement. 
McGregor Sportswear, New York, 
replies that color “would be wonder- 
ful for us, but ...” The catch—for 
color as for b&w, says Advertising Di- 
rector A. L. Morse — is “one reason 
only: money.” 
merchandise 


Observing that “our 
color.” 
Mr. Morse says that “lots of sets in 


is color, color, 
lots of homes for little expense” could 
turn his company’s head toward color. 
Even so, added investment in one ad- 
vertising medium would “seriously eat 
into” other media allotments. 


Bigger Budget 
Shell Oil Co. has used b&w spot 


announcements and local programs on 
between 35 and 40 stations during the 
past year. Although a member of its 
advertising staff avers that “it is not 
our intention” to use color until there 
is “at least” a 50 per cent saturation, 
he assumes that color tv would call for 
“extra expenditures” in addition to 
print budgets. 

The Ethyl Corp. of New York has 
a four-year tv history, but “nothing 
definite” has been announced for 
1955. Advertising manager R. B. Wes- 
ton says a 50 per cent saturation 
would be necessary before his depart- 
ment could consider using color, even 
then would not allocate the amount 
Ethyl spends on magazine color. 

Socony-Vacuum Oil Co., 
great user of color ads in print, would 


another 


not invest a comparable amount in 


will 


color television. The company 





consider color only when it has nation- 
al distribution equal to b&w. Having 
used “some news and minute spots” 
on b&w television in the past year, 
however, P. A. Gosman, manager of 
advertising, says Socony Vacuum will 
follow much the same pattern in 1955. 

And the advent of color has had its 
indirect influence. It seems to have 
made advertisers newly aware of all 
television, both color and black and 
white. A few who have resisted—or 
ceserted—tv advertising in the past. 
have recently 


b&w. 


One recent signer is Johns-Manville. 


returned, at least to 


New York manufacturer of building 
materials, insulation and allied indus- 
trial products, which has an annual 
advertising bill of about $1 million. 
Johns-Manville had tested tv for 26 
weeks during the 1951-52 season, only 
to revert to radio. But now the com- 
pany has ended 13 years as a radio- 
buyer and, as of Jan. 9, has become 
alternate sponsor of Meet the Press on 
NBC-TV for 52 weeks. 

Word from its agency, J. Walter 
Thompson, indicates that the move 
Johns-Manville 
siders radio a poor buy. It was merely 
time to what 
client’s best buy, an agency spokesman 


does not mean con- 


reconsider was our 
said. 


International Harvester, which has 
had the problem of selling “big ticket” 
items to relatively limited markets, 
had been out of big-league tv until 


(Continued on page 90) 
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color: film syndicators 


Some film programs are already available in color 


ose-colored glasses have given 
R*.. to red lenses, cloud filters, 
special lighting and cameras the size 
of a kitchen range as films are being 
produced for television syndication in 
color. Not only have some distributors 
got their color charts out to show how 
great their programs are going to look, 
but they also have proof “in the can.” 
A number of syndicated programs are 
all set to go in color; one or two have 
already reached the multichrome 
audience. 

“Make no mistake about it,” says 
John L. Sinn, president of Ziv Tele- 
vision Programs, New York. “Color 
tv is not on its way—it’s already here.” 

“We are ready, willing and able to 
produce film in color,” says Ralph M. 
Cohn, vice president and general man- 
ager of Screen Gems, New York. 

“We'll be ready, and we expect no 
difficulty in tooling up,” reports 
Michael Sillerman, executive vice pres- 
ident for Television Programs of 
America, New York. 

“We are planning all future televi- 
sion programs in color,” explains 
Robert L. Stone, executive vice presi- 
dent. of Mode-Art Pictures, Pittsburgh. 

That’s what the film producers and 
distributors are saying. But those quo- 
tations are only a cross-section; there 
are many more reports from com- 
panies both big and small. In fact, the 
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whole syndicated film industry is talk- 
ing about color television. 

Mr. Sinn has reason to be color- 
conscious. His company, Ziv Televi- 
sion Programs, was an early entry in 
the multichrome race and is a recog- 
nized leader of the “let’s-have-color- 
now team. Ziv has its own 35 mm. 
process—called Zivcolor—and, start- 
ing with Cisco Kid in 1949, has film- 
ed all its productions in it: ] Led 
Three Lives, Favorite Story, Mr. Dis- 
trict Attorney, Meet Corliss Archer and 
The Eddie Cantor Comedy Theatre. 
These films have been shot in two 
ways: in Zivcolor only (from which 
b&w release prints are made) and in 
Zivcolor and black and white, simul- 
taneously. 


Shown on Four Stations 


And these multichrome properties 
have already been telecast in color by 
four stations in the United States, one 
in Mexico. A Favorite Story episode, 
The Empty Holster, became the first 
when it was shown last August on 
wrkca-Tv New York and, the same day, 
on XHTV Mexico City. The program 
was next shown in color via KING-TV 
Seattle in September. A short time 
later, a multichrome Cisco Kid film 
was shown on WBAL-Tv Baltimore, 
then wBTv Charlotte. 

The company looks on its five years 


— others are all set to go 


of color activity—which cost an esti- 
mated $4 million—as an investment, 
and its color film backlog now 
promises a continuing source of resi- 
dual income, not previously available 
from b&w television. “They cost us 
money,” Mr. Sinn affirms, “but they 
will pay off — and sooner than 
expected.” 

That color optimism, in word and 
deed, is also shared by several other 
film companies: 

Simmel-Meservey, Inc., Los An- 
geles, has three 15-minute properties 
available in Kodachrome: Stories of 
Yesterday’s World (13 episodes), Isles 
of Mystery and Romance (5 films) 
and Ghost Town Series (13 episodes). 
The firm’s president, Louis C. Simmel, 
explains, “We plan to do several pic- 
tures in 1955—all in color.” 

“We are involved in the production 
of public service films (for release to 
tv stations) and in every case are mak- 
ing them in color,” says Bradford K. 
Cross of The Princeton Film Center, 
Inc. of Princeton, N. J. “At present, 
we also have pilot films for two 15- 
minute series, Rural Review and 
Straight Shooting With Tim Holt. It 
is proposed that subsequent shows of 
both series be produced in color.” 

George Bagnall & Assocs. of Bever- 
ley Hills, Calif., lists the following 
properties, all available in color: Two 
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features, The Adventures of the Texas 
Kid and The Return of Rin Tin Tin, 
plus 13 half-hours of This is Hawaii, 
13 quarter-hours of The Sewing Room 
and, still to be produced, 39 episodes 
of the 15-minute The World of Wolo. 

United Producers-Distributors of 
Hollywood offers two quarter-hour 
series, The Adventures of Noah Berry, 
Jr. and Chimp Comedy Mysteries, 
each of which includes 13 installments. 

Borden Productions, Inc., Boston, 
offers 39 episodes of its 15-minute 
series, Wonders of the Wild, in 16 
mm. Kodachrome. 

A couple of sports shows are in 
color production: Award Television 
Corp., New York, has 13 in a series 
of 26 of the quarter-hour golf pro- 
gram, The Jimmy Demaret Show, 
finished in 16 mm. Kodachrome. Four 
more episodes are in the cutting room. 

Another sports series, made by a 
Detroit firm, Van Coevering Produc- 
tions, is Adventure Out of Doors. 
Twenty films in this hunting and fish- 
ing series have been completed in 16 
mm. Kodachrome, and six more are 
“in the works.” 

Lakeside Television Co., New York, 
offers three 15-minute film collections, 
Adventure Is my Job, Where in the 
World and Wildlife in Action as well 
as a 30-minute Bible series, Out of the 
Past. 

Mode-Art Pictures, Pittsburgh pro- 
ducer-distributor, has 13 quarter-hour 
organ shows entitled 67 Melody Lane 


(for Trans-Video Corp.) and 26 
quarter-hour installments of The 
Sportsman’s Club (sponsored by 


Woodruff Television Productions) on 


GEORGE SHUPERT 
4BC Film Syndication 


CBS Television Sales 


its color list. Robert L. Stone, execu- 
tive vice president, reports his com- 
pany now uses Kodachrome Com- 
mercial, may later switch to Eastman 
Color Negative, but will certainly 
shoot “all future tv productions” in 
color. 

“The so-called ‘problems’ of shoot- 
ing in color do not exist for us,” says 
Screen Gem’s Mr. Cohn. “We, through 
our parent company, Columbia Pic- 
tures Corp., have been making color 
films since the first process was de- 
veloped. We use Eastman Negative 
Positive 35 mm. and can turn color 
out at will and upon order.” But, Mr. 
Cohn, like many tv film syndicators, 
warns, “We will do nothing on specu- 
lation.” 

“The case of The Ford Theatre is a 
perfect example of our approach to 
color today,” the Screen Gems execu- 
tive explains. His company has al- 
ready completed 15 episodes of Ford 
Theatre in 
NBC-TV during the current season. 


color, to be telecast on 


No Timetable Yet 


While they are bullish about color, 
other 
still playing possum about announc- 
ing an exact timetable: Word about 
Procter & Gamble’s Fireside Theatre, 


syndicators are nevertheless 


for instance, is, “We’ve made tests, and 
we'll be ready when the time comes.” 

At MCA-TV Ltd., a spokesman an- 
nounces, “We’ve done nothing as yet 
in color, but we definitely plan to go 
into it some time next year.” 

Adrian Weiss of Louis Weiss & Co., 
Hollywood, points out, ‘We are not 
currently in production, but when we 


FRED MAHLSTEDT RALPH M. COHN 


Screen Gems 


do start, all our films will be produced 
Koda 


chrome or 35 mm. Eastman color.” 


in color, either in 16 mm. 

Mr. Sillerman of Television Pro- 
grams of America, observes, “Natur- 
ally, full-scale production in color 
film is coming. But who can say when 
that will be? TPA will probably make 
Captain Gallant of the Foreign Le- 
gion in Not, 
we've finished the first 39 episodes 


color. however, until 
now in b&w production. When that 
time comes, we'll be ready, and we 
expect no trouble in tooling up.” 

Armand Schaefer of Flying A 
Productions, Hollywood, has already 
produced 15 half-hours of The Gene 
Autry Show in color. Future color 
plans of this company are, however, 
“indefinite.” 

An “indeterminite” view is ex- 
pressed also by Carl M. Stanton, vice 
president in charge of the NBC Film 
Division. “For almost two years, the 
NBC Film Division has made a con- 
tinuing study of all economic factors 
which have to do with the production 
and distribution of color tv film. The 
decision as to exactly when we will 
have color film available for distribu- 
tion depends on these factors.” 

United Television Programs has al- 
ready tried one multichrome series, 
Sleepy Joe, a puppet show, but color 
seemed to make little difference in the 
property's “We think,” a 
spokesman relates, “that the number 


sales. 


of color shows will increase in ratio 
to the 
Then, too, one of the points against 


number of color receivers. 
color in the film syndication field, is 
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142 stations now schedule network color regularly - - - eleven transmit live color 


dvertiser and viewer demand for 

color will not catch stations un- 
prepared. From the largest to the 
smallest, in every part of the nation, 
television outlets are getting ready for 
the new era. 

Already 142 stations are scheduling 
color programs regularly, fed for the 
most part by the pioneering networks, 
CBS Television and NBC. While the 
number of color receivers within the 
coverage areas of these stations is still 
minute when compared to black and 
white, it is growing at an increasing 
pace, and the big boom seems just 
ahead. Increasing receiver production 
is inevitably leading to lower prices, 
which in turn mean further increase 
in factory output—a chicken-and-egg 
cycle which is feeding on its own 
momentum. 

With 142 stations already colorcast- 
ing it is not surprising that 124 others 
are definitely planning for color. 
Eighty-one of these planners hope to 
be on the air with it in 1955. A num- 
ber are waiting for network micro- 
wave to be adapted. Many of the 
others, although they will not an- 
nounce definite plans, see color on the 
wall, so to speak, and may be expected 
to join the parade soon. 

As 1955 gets underway a TELEVI- 
SION AGE market-by-market set count 
(see page 93) indicates there are ap- 
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proximately 10,000 color television re- 
ceivers in the hands of the public, ad- 
vertising agency and station executives 
and dealers. Probably another three 
or four thousand are ready for dis- 
tribution by manufacturers and job- 
bers. (Network estimates are some- 
what larger. NBC sources say there 
are about 15,000 sets now in use. See 
story, page 27.) 

While the number, in either case, 
is not large as compared with 33 mil- 
lion black-and-white 
shows a tremendous percentage in- 
crease over the beginning weeks of 


receivers, it 


1954. And the momentum is just be- 
ginning to build. 


Sentiment Divided 


advertisers are 
watching intensely the rising set-count 
curve. Opinion among them seems di- 
vided between the “act now and get 
into color early” segment and those 


national 


Major 


who are waiting for the number of 
sets in the hands of the public to reach 
which will guarantee a 
larger audience for their messages. 


a number 


But nearly every advertiser is in one 
class or the other. It is only the ex- 
ception, which proves the rule among 
big advertisers, that doubts color tele- 
vision will be for him. 

Act-now proponents argue that even 
though the number of receivers is 


small the curiosity element is big. 
They point to the fact that every color 
receiver draws a crowd of viewers 
whenever color programming is being 
shown. Each of these viewers talks 
about what he sees, so that the word- 


‘of-mouth advertising multiplies many 


times over the impact of the message 
shown on the screen. 

Stations, obviously, are going into 
color with confidence. The average 
station now equipped to transmit net- 
work color has an investment of $50,- 
000, according to the TELEVISION AGE 
nation-wide check. But it is possible to 
relay network color with a much 
smaller investment — some _ stations 
have done it for as little as $2,000. The 
average investment figure is higher 
than would have been necessary for 
network programs only because nearly 
all stations have bought some of the 
equipment they will need for telecast- 
ing slide, film, and even live material 
later on. 

The local origination of slide and 
film material in color is, for most sta- 
tions, phase two of their color plan- 
r§ig. With consumer interest in re- 
ceivers stirred by local demonstrations 
of network color programs (often as 
many as twenty-five viewers watch a 
color program on a single set) and 
with advertisers nibbling at this curi- 
osity interest-bait, stations are supply- 








ing themselves with the equipment 
necessary for originating color com- 
mercials on film and slides. The major 
portion of the 142 stations now trans- 
mitting color have bought at least 
some of the equipment to make local 
sales to color advertisers possible. 
Some are on the air with local com- 
mercials, and each of these reports ad- 
vertiser interest in color spots adja- 
cent to color programs. Some success- 
ful experimenting has been done, 
moreover, with color commercials be- 
tween b&w shows. 

A typical station already using color 
film and slides is WMAR-TV Baltimore 
where two hours of 16 mm. color film 
and slides is broadcast each week. 
The station was one of those with an 
early interest in color experimenta- 
tion. Its investment in color to date is 
approximately $110,000. 

wJAc-TV Johnstown has two RCA 
color slide projectors ready for use. 
Investment in color there is about 
$80,000. wetz Philadelphia has $65,- 
000-worth of color equipment on or- 
der in addition to the $35,000 it has 
already spent on the medium. The sta- 
tion will have two slide projectors. 

A few of the stations with slide, film 
and other equipment on order are: 
wsaz-Tv Huntington, wrvr Richmond, 
WFAA-TV Dallas, wrtar-tv Norfolk. 
KPHO-TV Phoenix, WFBC-Tv Green- 
ville, KTvx Muskogee, KxJB-TV Valley 


City, wFrMy-tv Greensboro, wWIRI 


Plattsburg, KHQA-TV Hannibal-Quincy, 
KovR Stockton, KHJ-Tv Los Angeles 
and KGEO-Tv Enid. There are many 
others. 

Biggest and most expensive phase 
of color programming is local live ori- 
gination. While many stations have 
actual or tentative orders filed with 
the equipment manufacturers only 
eleven have reported to TELEVISION 
AGE that they are actually originat- 
ing live color as the new year gets 
underway. 


Local Color Costs 


Local color origination, according 
to those stations which have invested 
in it, requires an outlay of around 
$300,000. Most stations spend more, 
some less. wWKY-TV Oklahoma City, 
the first independent to put local color 
programs on the air (April 8, 1954) 
says it has in the neighborhood of 
$400,000 invested. wky-Tv has three 
RCA tri-color cameras, an RCA color 
slide scanner and a color film projec- 
tor. It telecasts an average of more 
than five hours of local live color each 
week, all of which are sponsored (see 
“Blueprint for Color,” TELEVISION 
AGE, Sept. 1954). 


Its Cook’s Book, hour-long home- 
making show, has a five-day-a-week 
schedule and averages between 30 and 
35 color commercials every week. The 
station reports advertisers on the pro- 





gram are enthusiastic about the re- 
sponse the program receives. 

In addition to the five-a-week Cook’s 
Book, WKY-TV experiments with news- 
casts, weather programs and variety 
shows in color and presents occasional 
color commercials between b&w pro- 
ductions. While the number of color 
receivers in the area is still under the 
200-mark it is constantly growing, and 
the frequency of color programs and 
the large number of viewers watching 
each receiver during colorcasts gives 
Oklahoma City a larger percentage 
of color fans per capita than most 
areas. 


WBAP-TV Fort Worth is another 
color pioneer with an extensive local 
program. Its average local live color 
per week is around six hours, all of 
which are sponsored. The station es- 
timates its color investment to date at 
around a half million dollars. It has 
two RCA camera chains, an RCA fly- 
ing spot scanner other 
equipment. 


and color 


In Milwaukee wTMJ-TV has present- 
ed its colorcasts 
regularly, averaging at present around 
an hour a week. All of its programs 
are sponsored. It has an RCA color 
camera and an RCA slide projector. 
The estimated total color investment 
is $185,000. 


WwCcCco-TV 


viewers with live 


Minneapolis is  experi- 


(Continued on page 46) 


“Stations, obviously, are going into color with confidence.” 




















Industry 
in a hurry 


the economy’s 
speediest offspring 
is expected to set 
even greater records 


this year 


by RICHARD P. DOHERTY 


Television Radio 
Management Corp. 


gainst a backdrop of an improved 

general business outlook, 1955 ad- 
vertising expenditures will reach a 
record historical high level while tele- 
vision broadcast revenues received by 
stations and networks will climb 
above $800 million. These are the 
bright prospects for the year ahead. 

Since mid-1953, the nation has ex- 
perienced one of the mildest recessions 
in business annals. During this cycli- 
cal decline, production dropped 10 
per cent; gross national product re- 
ceded a bare 3.8 per cent while dis- 
posable personal income slipped off 
only some one per cent; total employ- 
ment declined by approximately one 
million persons; retail sales fell a very 
modest 2.3 per cent; inventory liqui- 
dation of about 5 per cent proceeded 
in a very orderly fashion and without 
any appreciably disruptive effects. 

Practically all these economic con- 
tractions took place between the latter 
half of 1953 and early 1954. Th re- 
cession then flattened out (March- 
April) and, since that time, practically 
all business indexes remained steady 
and virtually unchanged. 

Stability and balance have been the 
economic characteristic of 1954. In a 
period of economic balance, such as 
we have had for nearly a year, it only 
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takes a few “plus” or “minus” forces 
to tip the scale toward recovery or 
toward further decline. The develop- 
ments of the past few months indicate 
that we are adding a few “plus” fac- 
tors while no new “minus” factors 
have yet emerged. Among the more 
favorable trends which should develop 
during 1955 are the following: 

(a) General industrial production 
will expand, by moderate amounts, 
during 1955; between now and June 
the expansion will be in the order of 
3 per cent-4 per cent with another 2 
per cent rise occurring during the 
latter half of 1955. 

(b) Construction, a major field of 
employment and a user of a _ vast 
amount of diverse materials and sup- 
plies, has been sustained at a high 
level during 1954 and will have an 
even better record during 1955— 
especially the first half of the year. 
An overall increase of about 5 per 
cent in physical volume of construc- 
tion is expected even though a second 
half contraction ensues. 


(c) Auto production should run to 
5 million or 5.25 million (or slightly 
higher) cars in 1955 against 4.5 mil- 
lion in 1954. 

(d) Total retail sales are expected 
to be up by about 5 per cent for the 
first half of 1955 over the first half 
of 1954. During the second six months 
of 1955, retail sales will likely level 
off and move sideways. This forecast 
takes into account the normal seasonal 
fluctuations in retail trade activity. 


Farm Income Stable 


(e) Total net farm income should 
remain fairly stable during 1955 with, 
at worst, a very small percentage de- 
cline. 

(f) Because of sustained employ- 
ment, slight wage and salary increases 
and a stable total economy, personal 
income should hold its own or advance 
slightly during 1955. 

(g) We may expect average earn- 
ings of workers to rise by some 5-7 
cents per hour. Thus, the slow, gradual 


(Continued on page 59) 





broadcast revenue 
$615 million 
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Television’s Growth, 1949-1954 
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wow! 





KRON-TV has some impressive statistics too. Look at the way the station 
stacks up — 


®@ Antenna Height: 1441 feet above sea level, the highest 
in San Francisco 


®@ Power: 100 KW, the top power authorized for Channel 4 
®@ Audience: 1,382,000 families in KRON-TV's 23 county 


coverage area. 


It all means this: You can count on KRON-TV to give you the best and most 
complete coverage over the widest area of the Northern California market. 





San Praucisee 


AFFILIATED WITH THE S. F. CHRONICLE 
AND THE NBC-TV NETWORK ON CHANNEL 














me Buyer Should Know About KRON-TV" 


Represented nationally by Free & Peters, Inc. 
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Backgrounds injluence colors: Neutrals, 
like gray-blue (Fig. A), tend to pick up 
color, look stronger against white. This 







neutral looks grayer against a strong blue. 


Colors tend to pick up the opposite color 


(the complement) of their backgrounds (see 
Fig. B). Against yellow, beige seems blue 
and dark; the opposite is true against 

blue. All colors, like bluegreen (Fig. 
C), look darker when used against 
white; lighter against black 


& 4 
Color meaning: Bolster the impact of a message a oh : ay FO oO D 


by using colors to support meaning. “Pure clean’ 











is more convincing in pure blue than in mudd) 





brown. “Hot food” seems heated or spicy in red; 


a cool blue seems to nullify the same message. iv : I M be [* [FA N a OT 
Ly 4 . ie +f Pie 














Color Ojective Subjective Temperature Spatial 
Exciting-Active Rage Hot Close 
Coral Orange, = Lively-Forceful Exuberance Warm Confining 


Colors have their own mean- 


ings and moods, a psychological Yellow Cheerful High-Spirit Tepid Snug 
fact that influences the way 








they should be used--on pack- 






































rc White Clean Normality Neutral Neutral 
ages or tv commercials. 
Refreshing Tranquil Cool Open 
Sobering-Slow Gloom Cold Open 
: - : Focus at 
Depressing Negation Neutral Infinity 
A B Cc D 


Legibility: yellow on white (A) gives 
poor contrast, makes for hard read- 

ing: yellow on black (B) gives maximum 
legibility, is used for airport markings. 
Any color ietter against a background 
in a complimentary color vibrates 
unpleasantly (C) unless the letter is 
edged with a lighter value oj 





the background color (D). 
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A a recent dinner party in Wash- 
ington, one of the lady guests 
turned to her dinner partner and said 
by way of conversation, “And what 
do you do?” He replied that he was 
a Naval surgeon. She thought that 
over for a moment and then exclaim- 
ed, brightly, “My, my, don’t we 
specialize.” 

Well, this is an age of specializa- 
tion. And the particular form of spe- 
cialization that is coming into rapid 
prominence with the advent of color 
tv is the ability to prepare and present 
the best possible color interpretation 
of a product or service to be sold. 

By the time sufficient color televi- 
sion sets have been sold to represent 
a truly worthwhile market, the tech- 
nical distinction of true color trans- 
mission will have been achieved. With 
this in mind, advertising agencies and 
manufacturers will soon begin to take 
an earnest interest in the mechanics 
of color. They will want to know what 
colors can and cannot do to influence 
favorable reactions. 

Because we have alwavs reacted 
psycho-physically to the mental image 
as well as to the physical vibration of 
color, and because multichrome is an 








that people would react in accord with 
the anticipated schedule of answers. 
So before publishing the test, they 
tried it out on Robert Wilson, the 
managing director of the British Color 
Council, on his first trip to this 7 
country. When he scored 100 per cent, Color line 
the quiz was published. And most of 
the people who took it registered 
scores of 80 per cent or better in their can pull 
recognition of the various color prob- 
lems posed. This proved satisfactorily 
to me that we can anticipate certain customer 
standardized reactions to the action 
implied in certain colors. « 

Even primitive man knew when interest 
fruit was ripe—not by hearsay, not by 
the printed word, but by color alone. 
There are scores of color associations BY HOWARD KETCHAM 
indelibly stamped on the pattern of 
our racial subconscious. For example, 
thermal impressions are definitely as- 
sociated with the red of fire; Purity, 
with the blue of the skv; frigidity, 
with the dark blue of nicht; fresh- 
ness, with the greens of vegetation, and 
gaiety and light, with the golden hue 
of sunlight. 

Let me remind my readers of a 
nractical application of this last men- 
tioned color fact. Claude Braedon. the 





elemental experience from the stand- 
point of racial heredity, color produces 
emotions as subtle as they are pro- 
found. We have been doing it subcon- 
sciously for centuries. 

Everyone considers himseif an ex- 
pert when it comes to color. And there 
is plenty of justification for this. Some 
years ago, I prepared a color I.Q. quiz 
for a magazine article and, through 
the replies it generated, satisfied my- 
self that most people have an impres- 
sive awareness of the facts of life re- 
garding color. For example, few peo- 
ple experienced any difficulty differ- 
entiating between the groups of colors 
appealing to men or women, which 
groups of colors were harmonious or 
discordant, which were strong or 
weak, which were stimulative or relax- 
ing, which appealed to older people 
and which appealed to the young; 
which were gay-looking and which 
were somber. 

In spite of my enthusiasm with the 
validity of this test (I tried it on 
numerous friends and acquaintances) . 
the editors did not share my belief 


ee’ 


eminent author-architect who has 
made such noteworthy improvements 
in theatrical lighting through his 
knowledge of cclor psychology, re- 
marked, “One of the rules of the ; 
theatre is never to do a comedy scene 





Mr. Ketcham concedes that 


“everyone considers himself 


in any but a yellow light. If you do, 


the audience reaction is off key and the 
an expert when it comes to 


color.” But this is one man who 


deserves the title, having 


lines simply do not get across.” For 
instance, in Hamlet, imagine the ef- 
fect of pink velvet on the melancholy 


Dane, or the Merry Wives of Windsor earned it with the new color 
in grey, or the gentle Ophelia in flam- themes he has developed over 
ing scarlet. The audience simply would the past 20 years. The more 
not believe its own eyes seeing the than 500 products he has 
actors in colors so completely out of styled range from autos, 
character. office machines and household 
The above mentioned observations appliances to planes, ships 
do not mean, of course, that certain and industrial equipment. In 
colors are restricted to certain inter- this article, Mr. Ketcham 
pretations, but studies indicate certain discusses the chromatic factors 
colors do condition us to certain re- involved in the newest color 
ceptive moods. field, television, with a special 
Today, color usage converges on no emphasis on packaging the 
less than six sciences: 1. Philosophy— sponsor’s product. 


The use of color in various civiliza- 
tions to symbolize moral and cultural 


(Continued on next page) 
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Ketcham (Continued) 


phenomena. For example, the king’s 
purple. 2. Physiology—The impact of 
color on the eye and the nervous sys- 
tem. 3. Physics—How we see color, 
depending on the light source. 4. Psy- 
chology—The association of color with 
ideas. For example, in England we 
seldom see green-colored automobiles 
because green is considered unlucky 
by the English. 5. Psychophysics— 
The way we interpret color in connec- 
tion with a particular use. For ex- 
ample, Stop on red. 6. Chemistry— 
The components of color as in paint 
or dye. 

In dealing with color it is well to 
consider that color is a sensation con- 
veyed to the mind by the intricate 
functioning of 6,800,000 tiny cone- 
like structures located in the retina 


of the eye. Since we get no less than 
87 per cent of our _ impressions 
through our eyes, it is vital that we 
remember how powerfully color con- 
tributes to what we see and how pro- 
foundly color influences our wants. 


Use Appealing Combinations 


There are only six important colors. 
They are magenta, yellow, blue, green, 
violet and red. All of the other millions 
of colors the eye can detect are devi- 
ations of these six plus black and 
white. It is the color-correct deriva- 
tion, rather than the basic color that 
supplies the ingredient of unusualness 
which is so vital in endowing a pack- 
age with individuality and eye appeal. 
So it is far better to use unexpected 
and appealing combinations such as 
lime-yellow and blue, chartreuse and 
coral pink, orange and green, rather 

















Light Correlation Chart 
Color of Light Color of Pigment Resultant Hue Value * Chroma ** 
Red Unchanged Raised Unchanged 
Yellow Yellow-Red Raised Unchanged 
RED Green Hrownish-Grey Raised Unchanged 
Blue Reddish-Grey Lowered Unchanged 
Purple Imparts Yellow-Red Raised Strengthened 
Red Yellow-Red Raised Unchanged 
Yellow Yellow Unchanged Unchanged 
YELLOW Green Yellowgreen-Yellow Raised Weakened 
Blue Greyed Yellow Lowered Strengthened 
Purple Brownish Lowered Weakened 
Red Brownish Grey Lowered Weakened 
Yellow Lemonish Yellow Raised Weakened © 
GREEN Green Neutral Green Unchanged Unchanged 
Blue Bluish Green Unchanged Weakened 
Purple Greyish Brown Unchanged Weakened 
Red Reddish Purple Unchanged Weakened 
Yellow Neutralized Unchanged Weakened 
BLUE Green Bluegreen Unchanged Weakened 
Blue Unchanged Unchanged Strengthened 
Purple Greyed Lowered Weakened 
Red Bluish Lowered Unchanged 
Yellow Neutralized Lowered Unchanged 
VIOLET Green Violet-Grey Lowered Weakened 
Blue Slate Blue Lowered Weakened 
Purple Purple Raised Strengthened 
Red Bluish Unchanged Unchanged 
Yellow Greyed Lowered Weakened 
PURPLE Green Greyed Lowered Weakened 
Blue Blue-Grey Unchanged Unchanged 
Purple Unchanged Lowered Unchanged 
*Value—the lighteness or darkness of a color. 
**Chroma—purity or strength of a color, e.g. An olive green is a chromatic green 
whereas an emerald green is a strong chromatic green. 
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than staid, conventional widely imi- 
tated package color groupings such 
as: red and white, blue and yellow or 
red and green. 

Never forget that it is the unusually 
pleasant color scheme that will build 
personality and distinction for your 
package. If your package is not en- 
dowed originally with intelligent and 
effective color planning, there is noth- 
ing that any television color system 
can contribute to add or to detract 
from it. 

What about color-contrast in pack- 
aging? Contrast with color can be 
obtained in only four ways. First, by 
placing a light color—pink, for exam- 
ple—against a dark color—such as 
maroon. A second way is to combine 
a grayed color with a bright, strong 
color—like an olive green against an 
emerald green. The third way is to 
combine a color with its complement 
—say red with green. And the fourth 
way to achieve contrast is to use a 
with a cold color— 
possibly red with bluegreen. 


warm color 

In all package advertising, whether 
it be on color television or in public 
print, color contributes realism and 
force. A seed package polled 900 per 
cent more sales when the floral repro- 
ductions were illustrated in accurate 
color instead of black and white. And 
surely this color impetus will carry 
over onto the television screen, to af- 
fect the largest possible buying market 
tapped to date. 


Color Moves Merchandise 


Color has extraordinary ability to 
move merchandise. Super market sur- 
veys have proved that 48 per cent of 
all package purchases made in super 
markets are based upon color appeal. 
The customer is successfully tempted 
because of unusual eye-appeal and dis- 
play strategy. All of our country’s 
largest advertisers know this; they 
recognize the value of good color on 
their packages as an integral part of 
their advertising. And justifiably so, 
because a million packages on super 
market shelves, occupying approxi- 
mately 500,000 square feet of shelf 
space, cost relatively little from an ad- 
vertising point of view when com- 
pared to the millions of dollars usu- 
ally spent on other forms of adver- 
tising. The vastly greater selling value 


(Continued on page 52) 
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100,000 watts 


on Channel 6 COLUMBUS, OHIO 


Don Chapin Ken Church 
Mgr. New York Office, National Sales Manager 
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Survey 7 fer 0" 






PULSE...... October 8-14, 1954 
HOOPER ... October 13-19, 1954 
oa October 21-27, 1954 


As in past surveys, this recent vote of overwhelming viewer-preference 
is not canfined to a few network shows but embraces the entire 
WKY-TV program schedule of local live, film and network 


THE NATION’S FIRST COLOR TELEVISION STATION 


RYT Gntncinn Domine 





Network (Continued from page 29) 


won't come until receiver manufac- 
turers can sell the average consumer a 
19-inch color around 
$500.” 

At NBC there is a great deal of op- 


timism about the future of color. De- 


receiver for 


scribing color television as “the one 
perfect sales tool” the network offers 
it to advertisers as a “chance of lead- 
ership.” 

NBC spurred interest in color 
with their hour-and-a-half Spectacu- 
lars staged by Max Liebman. NBC- 
TV’s color program will continue and 
expand in 1955. The network has 
spent vast sums in improving its color 
facilities with the addition of enorm- 
ous color stages, cameras and other 
equipment. Their huge Brooklyn stu- 
dio has been called the largest and 
most completely equipped ever con- 
templated. 

Commenting on the appeal of color 
tv to the advertiser Sylvester L. 
Weaver, Jr., president of NBC, said: 

“Color television, harnessed to the 
sale of goods and services, will explode 
the American economy to a new high. 


Color television, the one perfect sales 
tool, will be put to use. . . to stimulate 
the flow of goods from producer to 
consumer—to create desires for more 
and better products of our vast indus- 
trial machine . . .” 

“Color is excitement. Color makes 


Color, 
NBC’s Spectaculars and other great 


conversation. together with 
shows, becomes a highlight of the 
week’s programming. Advertisers com- 
ing in early will inherit a position of 
leadership, a position of prestige. 


To Start in 1955 


“The color television campaign will 
determine the share of market of most 
consumer goods in color television 
homes, and this will start within this 
coming year (1955). To those com- 
panies which need effective advertis- 
ing to survive—and this includes at 
least all those producing the package 
trade-mark brand items—the time to 
start color television is now. And the 
place to get the money is from man- 
agement, as extra insurance that the 
company learns at once how to use 
the most vital new force in its history. 
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109,834 SETS 
Based on Nielsen Survey 
Nov. 1, 1953 
Plus RETMA to October |, 1954 


INTERCONNECTED .. . 
NBC ~* CBS *- ABC * Dumont 
105,200 WATTS VHF 


WDEF-TV 


CHATTANOOGA 


Contact THE BRANHAM COMPANY 


“There are many companies that 
must go to color because they are ex- 
pected to lead, and they must lead; 
and therefore they must be in color or 
suffer grave loss of standing and pres- 
tige within their own trade groups. 
There are many more companies who 
will see in color a way to excite their 
own over-all organizations—to give 
them a chance at leadership which 
may have slipped out of their hands.” 

The NBC network color schedule 
extending into 1954 calls for Max 
Liebman Spectaculars on Sundays, 
7:30-9 p.m. Jan. 2, Jan. 30, Feb. 27 
and March 27. The alternate Liebman 
Spectaculars on Saturdays, 9-10:30 
p-m. fall on Jan. 15, Feb. 12 and 
March 12. Other live shows on the 
present NBC color schedule include 
Producer’s Showcase on one Monday 
each month, 8-9:30 p.m. on Jan. 10, 
Feb. 7 and March 7. 


Additional Programs 


Film shows on NBC include Norby 
each Wednesday from 7 to 7:30 p.m. 
through March 30 and Ford Theatre 
on first Thursdays each month from 
9:30 to 10 p.m. Dates for Ford 
Theatre: Jan. 6, Feb. 3 and March 3. 

CBS Television’s color schedule has 
been announced through the first week 
in May. Westinghouse-sponsored The 
Best of Broadway will be colorcast 
every fourth week on Wednesday, 10- 
11 p.m., the dates falling Jan. 5, Feb. 
2, March 2, April 6 and May 4. The 
Shower of Stars, for Chrysler, 8:30- 
9:30 p.m. on Thursday once each 
month, will originate on the West 
Coast. 

Other color programs on the present 
schedule include: My Favorite Hus- 
band, for Simmons Co., Saturday, 
Jan. 8, 9:30-10 p.m. (originating from 
the West Coast); Doug Edwards and 
the News. for American Home Prod- 
ucts, Monday, Jan. 10, 7:30-7:45 p.m. 
and for Pall Mall, Tuesday, Jan. 11 
and Bendix, Wednesday, Jan. 12; Big 
Top, for National Dairy, Saturday, 
Jan. 15, 12-1 p.m.; The Robert Q. 
Lewis Show, for various sponsors, 
several times through the week start- 
ing Monday, Jan. 24, 2-2:30 p.m.; 
Name That Tune for Whitehall, Thurs- 
day, March 24, 10:30-11 p.m. Dates 
will be announced for colorcasts of 
The Jack Benny Show, I Love Lucy 
and Our Miss Brooks. 





* Taken From the NATIONAL TELEPULSE — August 1-7, 1954 (TOP 15) 
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Tolecasting 
«COLOR 


FROM ITS NEW 1,000 ff. TOWER WITH 100,000 WATTS 








Nat. Rep. Free & Peters 
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Stations (Continued from page 34) 


menting by putting regularly scheduled 
local shows into color on a trial basis. 
It has one RCA color camera and its 
investment is figured around $180.- 
000. 

KRON-TV San Francisco celebrated 
its fifth birthday on Nov. 15 with its 
first local live color telecast. 

WBEN-TV Buffalo televised a_pre- 
Christmas Santa Claus program in 
» ; P color on Dec. 8. On Dec. 17 wsyrR-Tv 





Syracuse transmitted color commer- 
cials and color promotion spots as 
well as color news, sports and a half- 
LACE hour dramatic program. wpsu-Tv New 
aye 4 Orleans began live color programming 
BE tH\.\-n\91- later in the month. 
Se ry Other stations colorcasting live in- 
‘Be OS clude wcss-Tv and wrca-Tv New York 
* \ I end KNXT Los Angeles, all used as 
AQ tt network originating points. 























a fa Each of the stations now broadcast- 
( a R wy ing live color has learned much from 
experience and in every case has of- 


— 
\ : : . “ fered to share this hard-earned lore 
D \g this CRAZY dia mond / with advertisers, agencies and other 
OOOO I I 7 


station operators. Many short cuts 


“Man, that’s no diamond . . . it’s a lightbulb!” have been found in color stage prepa- 
“Cie down. oon it’s a diamond in the rough it ration, backgrounds and drops, ward- 
shows how brightly KATV was shining during ‘Light’s robe for color and similar details. 


Diamond Jubilee.” 

“Do you mean that KATV controlled 68.9 percent of the 
Little Rock audience during the “Light’s Diamond WKY-TV 
Jubilee’ simulcast?” 

“Just check these figures, son .. 


Food, Fashions, Furniture 


found that advertisers in 
its area were so vitally interested in 
color that the station set up what it 


RATINGS* calls “3-F Forums” to demonstrate the 
Quarter Hour , impact of color tv on food, fashions 
Segments EATV Station “B and furnishings. To encourage indi- 
8:00- 8:15 p.m. 47.4 20.4 R ae 
8:15- 8:30 p.m. 47.7 20.4 vidual participation these forums were 
8:30- 8:45 p.m. 48.1 20.7 limited to twelve people each. Top 
8:45- 9:00 p.m. 48.1 21.1 : , % 
9:00- 9:15 p.m. 45.6 21.4 executives in each field have been in- 
9:15- 9:30 p.m. 45.3 21.4 vited. Reaction has been so good that 
+ bs Ph an. = wel WKY-TV believes the forums, together 
“Wow! If you want to shine in Little Rock, KATV is with the impact of color itself, have 
undoubtedly the brightest star (lightbulb?) in town!” cpened up many new sources of ad- 


vertising revenue in the Oklahoma 


City area. This confirms predictions 
| made by pioneer television executives 
that color will introduce a whole new 


group of television advertisers. 


To shine in Arkansas see: To shine in Arkansas see: Many advertisers who have been 
BRUCE B. COMPTON CHANNEL AVERY-KNODEL, INC. | made wary because of the reported 





National Sales Manager 7 National Reps. | high costs of color have been sur- 
| prised to discover that the overall bill 
Little Rock and Pine Bluff | is little higher than black and white. 
John Fugate, Manager WKY-TV reports that even now color 
oe a gh ae runs only 10 to 20 per cent above 
ittle Rock, Arkansas TELEVISION BETWORK 


monochrome. With additional experi- 


* American Research Bureau, Inc., survey based on samplings in Pulaski County (Little 
54. 


Gagiicse Resrevch Davesn, Inc. serves ence they expect even this percentage 


| 
| to be reduced. 
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TELEVISION AG a Station Color Statistics 


Information compiled from a TELEVISION AGE survey, station representatives and networks. 
* indicates network as the source. - in each column indicates no information available. 
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fe A 4 | WLW-A N N N None Alexandria KALB-TY N N Y None 
Little Rock KARK a 4/55 an <— é 
Pine Bluff KATV NN ¥ 1755 | Vaaty ee - . oe Se 
Texarkana KCMC-TV (See Texarkana, | Augusta WsBF-TV Y¥ N - s Se oe 7 —. ee 
Went <hek> WRDW-TV N N ‘ ‘ KTAG N N N None 
Columbus WDAKTV N N Y¥_ None Monroe KNOE-TV N N ¥ 1/55 
CALIFORNIA | WRBL-TV Y N * a New Orleans WDSU-TV ge Fe. « - 
Bakersfield KBAK-TV N N N Nome | ypagcon WMAZ-TV - - - ‘ WIMR-TV Y¥ - - . 
KERO-TV N N Y¥ 1/55 | WNEX-TV N N Y Meme Shreveport KSLA N* N* * 1955* 
Chico KHSL-TV N N N None | Reme WROM-TV_ - - - ~ MAINE 
Eureka KIEM-TV N N N_ None Savannah WTOC-TV N N Y_ 1956 Bancor WABI-TV Y* - - 2 
Fresno KJEO - ~ - - > “ 
KMJ TV . IDAHO = a4 
— KABC-TV . % y . Boise KBOI N N Y 1956 senaeen WLAM-TV al N None 
acer Sf oad =a ao & : — woseev , =. . 
, . . , P Idaho Falls KID-TV a a erwne = : . = 
ae 2, a sas n : . ne WGAN-TV ¥ N - - 
earls " ILLINOIS WPMT N N N_ None 
KNXT i Se > Belleville WTVI N N Y_ None 
KTLA x ete? ie . Bloomington WBLN-TV - - - - MARTLAND j ; 
KTTV N N . o Champaign WCIA N N Y 12/54 Baltimore WAAM ; a - - - 
Monterey KMBY-TV - - - : Chicago WBBM-TV N N Y_ 9/55 weanty © » ; 
Sacramento KCCC-TV N N N_ None WBKB Cae. 2 WMAR-TV Y N_ - . 
Salinas KSBW-TV N N Y_ None WGN-TV N WN - ¥ Salisbury WBOC-TV N N ¥_ None 
San Diego KFMB-TV N N Y 1/55 WNBQ ye we . as MASSACHUSETTS 
KFSDTV Y N - - Danville WDAN-TV N N N_ None Adams WMGT N N Y¥ None 
San Francisco KGO-TV ee * Decatur WTVP N N N_ None (Pittsfield) 
KPIX ween 1.9 . | Harrisburg WSIL-TV N N_ ¥* 1/55* Boston WBZ-TV tt a - 
KRON-TV Y Y_ - - Peoria WEEK-TV Y N - - WNAC-TV Y¥ N - 
KSAN-TV N N N_ None WTVH-TV - - - . Cambridge WTAO-TV N N N_ None 
San Louis KVEC-TV N N Y¥ 7/55 Quincy KHQA TV N WN Y¥ 1/55 Springfield WHYN-TV N N N_ None 
Obispo WGEM-TV Y¥ N - - wWwwWwLpe Y - - 
Santa Barbara KEY-T os 2/55 Rockford WREX-TV N N Y¥ 3/55 Worcester WWOR-TV N N N_ None 
Stockton KOVR a oo 6/55 TV. Ye? ies : : 
KTVU a os | Rock Island auae 7 wv NN - - seg vrrand , 
Tulare KVVG N N N a | rt . : were “ ne 4 Ann Arbor WPAG-TV N N N None 
| Spee cs . None Bay City WNEM-TV ¥ N - - 
COLORADO | INDIANA (Midland, Saginaw) 
Colorado KKTV N N Y¥_ 10/55 Bloomington WTTV :. x - Cadillac WWTV N N Y¥_ None 
Springs KRDO-TV N N N_ None Elkhart WSJV-TV Y* - - a Detroit WIJBK-TV Y¥ N - . 
Denver KBTV = = - : Evansville WFIE N WN Y 1/55 Www4-TV y* - - - 
KFEL-TV N - Y 1/55 WEHT . =. 2 3/55 WXYZ-TV N WN Y¥ 3/55 
KLZ-TV Y N - - Fort Wayne WKIG Y WwW - : (Windsor) CKLW-TV N N N_ None 
KOA-TV . 3 - WIN-T (See Waterloo) Grand Rapids WOOD-TV Y¥ N_ - . 
Grand KFXJ-TV N N N None Indianapolis WFBM-TV Y N - - Kalamazoo WKZO-TV Y N - - 
Junction WISH-TV YY N - ; Lansing WJIM-TV ¥ N - . 
Pueblo KCSJ-TV N N ¥ 4/55 WTTV (See Bloomington) WTOM-TV N N ¥ 4/55 
CONNECTICUT LaFayette WFAM-TV N N N_ None Saginaw WKNX-TV Y N - 
—— . Muncie WLBC-TV Y N - - (Bay City, Midland) 
Bridgeport WICC-TV - - - - a ne 4 3 . aati iieiew ; 
Hartford WGTH-TV - . 7 5 South Bend WaEs-tV be rd - Traverse City WPBN-TV N N N None 
New Britain. WKNB-TV N N Y_ 12/54 Terre Masto WEHI-TV N N ¥ 1/8 MINNESOTA 
New Haven WNHC-TV Y N - Waterloo WIN-T ae. ’ Austin KMMT N N N_ None 
Waterbury WATR-TV N N N_ None IOWA Duluth KDAL-TV N N_ Y¥_ 1955 
Z a: Ames WOI-TV ' 2 « ~ (Superior, WDSM-TV N WN 4 . 
DELAWARE bad es Cedar Rapids KCRG-TV N N N_ None Wis.) 
Wilmington WDEL-TV y* - - - WMT-TV “ee = , Minneapolis, KSTP-TV y N . . 
DISTRICT OF COLUMBIA Davenport WOC-TV Po es < St. Paul woco-Tv wy ¥Y¥ - . 
Washington WMAL-TV N N Y_ None (Moline,Rock WMIN-TV N N Y¥_ 1955 
WRC-TV Y - ° - | Island) WTCN-TV N N N None 
WTOP-TV Y N - ~ Des Moines KGTV - - - - Rochester KROC-TV N N ¥ 4/55 
WTTG — a a WHO-TV Y* - - - (Continued on page 50) 
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* SOMETHING NEW AND EXCITING EVERY WEEK! 
The Biggest and Most Elaborate TV Series Ever Produced for Local Sponsorship! 





TRAVAGANZAI! 


so BIG! so LAVISH! 
so ELABORATE! 


With guest stars including Brian 
Aherne, Don DeFore, Pat Crow- 
ley and many more. You'll have 
the most responsive audience in 
Television history! 












































- . Pa se 
Statistics (Continued jrom page 47) gs 8 3 | § $ § 
s w = > w = 
s 3 . = 5 : 
Me = = - = 
= & 
gg: 3 | ike & 7% 3 § 
~ - s os ~ a — ~- ~ wl - _ 
S ra 
= | 
= P H i | NEW HAMPSHIRE | Lawton KSWO-TV - - - 2 
Soa & & Manchester © WMUR-TV N N N None | Muskogee KTVX N N Y¥_ None 
Mt. WMTW (See Poland Spring, Me.) Oklahoma City KMPT - - - . 
MISSISSIPPI : : : Washington KTVQ ™ a 
Jacksen WwdTV > = = = KWTV ¥ N a Ef 
WLBT ¥ Ww - - | NEW JERSEY WKY-TV yy¥ .- a 
WSLL-TV N N Y¥ None | Asbury Park WRTV = = - Tulsa KCEB - =: - i 
Meridian WTOK-TV N N Y_ 2/35 Newark WATV ote > KOTV ae r 
MISSOURI ~~ | OREGON 
Cape Girardeau KFVS-TV - - = - - | NEW MEXICO - i es vy Je) a ee 
Columbia KOMU-TV N N Y¥_ None Albuquerque KGGM-TV N N Y_ None sm aVAL-TV N N N Woens 
=p ee a 
Hannibal KHQA-TV Y* - - . KOAT-TV N N Y¥_ None ~ smal atv 6M Ne © By 
WGEM-TV - - - . KOB-TV N N Y¥_ None = ——a + 2 . 
Joplin KSWM-TV N N Y¥_ None Roswell KSWS-TV N N Y_ 1956 rae a . 
‘ity MO-TV N N 4/35 
Kansas City a td * . a NEW YORK PENNSYLVANIA 
WDAF av YY N Pi | Albany WROW-TV N N N_ None Altoona WFBG-TVY N* N* Y¥* 2/55* 
~~ KFEQ i as. : WTRI N N Y¥_ 6/35 | Bethlehem WLEV-TV ye - - 
— at ation ss : i | Binghamton WNBF-TV Y a . | Easton WGLV N N N None 
oe ae “eae . Buffalo WBEN-TV Y Y - - | Erie WIcU 2s. - - 
xwk wy y ee 2 WBUF-TV N - - * WSEE oe Sw : 
—— WGR-TV ¥ N - S | Harrisburg WCMB-TV - - - E 
WTVI (See Belleville, ML) =| aca » aay wom we 
Sedalia KDRO-TV N N N_ None en mes eet : | oa N* N* ¥* 1/85 
; STV NN Y¥ 1 - - 
—e awe aie ; * Ne : * 8 oe Elmira WTVE ey ett is - | Johnstown waeeevy - - - ‘ 
lt ic Kingston WKNY-TV N N Y¥_ None WJAC-TV Y¥ N - : 
MONTANA New York WABC-TV N N Y : Lancaster WGAL-TV Y* N* - = 
Billings KOOK-TV N N N None WABD Y N > - New Castle WKST-TV N N ¥ None 
Butte KXLF-TV N N N_ None WATV (See Newark, N. J.) Philadelphia WCAU-TV Y - : 
Great Falls KFBB-TV N N N None WCBS-TV Y Y « i WFIL TV Y N ” > 
Missoula KGVO-TV N N Y_ 12/55 WOR-TV N N N_ None WPTZ . -- -4 4 
PD ‘era 3 Pittsburgh WDT a ee 
NEBRASKA + = li — cb ae 4S 
Kearney KHOL-TV N N N_ None _aaey XY 6 Cs - WENS N N_ Y¥* 1955* 
a ’ : ‘ . 4 Plattsburg WIRI N a - ra Reading WEEU-TV N N Y None 
Sones ae a WHUM-TV N* N* ¥ 
Lincoln KOLN-TV N N Y_ 6/55 jochenter WHAM-TV ¥ N HUM-TV N* N* ¥* 1/55° 
Omaha KMTV ie ae 7 WHEO-TV Y N - ‘i Seranton WARM-TV N N N_ None 
nae © es WVET-TV ¥ N - : WGBI-TV N N ¥ 1955 
Schenectady WRGB y N - - WTVL - + - - 
NEVADA Syracuse WHEN-TV Y¥ N - - Wilkes-Barre WBRE-TV ¥ N_ - - 
Las Vegas KLAS-TV N N Y None WSYR-TV Y Y “ “ WILK-TV N N ¥ 1/55 
Reno KZTV N N N_ None Utica WKTV a i York WNOW-TV - - - 4 
WSBA-TV [oN 
NORTH CAROLINA | — =. 5 8 Se 
ve ay a ety B+ 3 | RHODE ISLAND 
WNERSHIP of television sets WLOS-TV N N Y¥ None | providence WJAR-TV Y N - 4 
. c = : Y Charlotte WAYS-TV N N N_ None WNET . 2 i 
is increasing so rapidly in WBTV “Tae Dee 
Durham WTvD N WN Y* 1955* SOUTH CAROLINA 
: ! LIN: 
Iowa that nobody can keep up Greensboro WFMY-TV N N Y¥ 1/85 | Anderson WAIM-TV N N Y_ 1955 
with it. Greenville WNCT N N Y¥_ 1955 | Charleston WCSC-TV N WN Y¥ 1/55 
Raleigh WNAO-TV N N Y¥ 1/35 | WUSN-TV - - . . 
~ - : Wilmington WMFD-TV - - ~ - Columbi "COS-TV 5 : : 
C " > = olumbia WCOS-TYV N N I None 
The 1954 Iowa Radio and Tele anita ae © f aes lla alt od 
ee . - * , _ 2 » - | P - 
vision Audience Survey was made WTOB-TV N N N Nom | WNOKIY NOK . : 
; , | Florence WBTW eS os 
j ° : NORTH DAKOTA —— 
i Snes | . : ‘ (Sc tn an tn 
in March, 1954. At that time, over Vaitey City ion «ox = Greenville WFBC-TV N N Y¥_ 1/55 
“ aa : : ee ee Bae WGVL os =x. a 
one-quarter of all TV sets were Fargo KCJB-TV N N N_ None 7. 
y : Bismarck KXJB-TV N N Y _ 12/54 siaehias tants 
less than six months old—yet, in Minot KWWL-TV Y N - fi ; AKOTA 
/ Sioux Falls KELO-TV N - - - 
March, 59.6% of all Iowa homes | OHIO 2 ee 
Re Akron WAKR-TV_ - m « m TENNESSEE 
had television sets! Ashtabula “aay < - .- Chattanooga 4 WDEF-TV N N_ Y¥_ 1955 
: | Oincinnati WCPO-TV N N Y¥_ 6/55 Johnson City WJHL-TV N N Y_ 1956 
Now there are more than 286,000 WKRC-TV N N Y¥_ 1/55 Knoxville wametv ¥ - - . 
ja . 7 rs WLW-T 8 = - WTSK-TV Y¥ - - - 
television sets in WHO-TV’s Gasatiiin wae - -'. : Memphis WHBQ-TV N N Y_ None 
. a : ad “a | WNBK Te We « - WwMCT Y N - ‘ 
Central lowa—and 355,100 fami a. a ere k Nashvilie WSIX-TV N N N None 
lies. WHO-TV is giving them the Columbus WBNS-TV Y* - - . WsM-Tvy ¥ N - - 
; ware , wu - a Old Hickory WLAC-TV ye - - = 
best programming there is—from WTVN-TV - e " ; (Nashville) 
: ~ Dayton WHIO-TV - - - - 
the tallest antenna in the State. - —- + © TEXAS 
: : wes e Abilene KRBC-TV N N WN vone 
Ask Free & Peters for the facts! Lima WLOE-TV N N ¥ Nene paaceenes on A A 
Steubenville © WSTV-TV N N N_ None —_ ee A US he 
(iiaune, KGNC-TV N oN Y¥ 1/35 
' W. Va.) Austin are TV ¥ N - - 
2 Toledo WSPD-TV Y N - . Suneuent ~~ : 
Youngstown WFMJ-TV Y N_ - ‘ a Christi pei N ON 1955 
e . » , , allas t(RLD-TV Y - « : 
Channel 13 + Des Moines + NBC ey Ss 5 (Ft. Worth) WFAA-TV Y N 
: Zanesville WHIZ-TV N N_ Y¥* 1955* : ; x fetie 
Col. B. J. Palmer, President El Paso KROD-TV N N N_ None 
P. A. Loyet, Resident Manager OKLAHOMA KTSM-TV N N .¥ 1955 
Free & Peters, Inc. Ada KTEN = 2 9 See Ft. Worth WBAP-TV ¥ ¥ - - 
National Representatives Enid KGEO-TV N N Y None (Dallas) 
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-_ a 
ae a 
as & 
.2e 5 
eo = = - 
Galveston KGUL-TV N N N_ None 
Harlingen KGBT-TV N N N_ None 
(Brownsville, McAllen, Weslaco) 
Houston KGUL-TV (See Galveston) 
KPRC-TV Y¥* - - - 
Longview KTVE N N WN None 
KLTV (See Tyler) 
Lubbock KCBD-TV N* N* Y¥* 1/55* 
KDUB-TV N N Y¥ 1/55 
Midland KMID-TV WN N N None 
San Angelo KTXL-TV N N N None 
San Antonio KGBS-TV . 2S - 
WOAI-TV Y N - - 
Temple KCEN-TV N N Yy* 1/55* 
Texarkana KCMC-TV N N Y¥_ None 
(also Texar- 
kana, Ark.) 
Tyler KETX 7 ~ - - 
KLTV N N N None 
Waco KANG-TV N WN N None 
Weslaco KRGV-TV_ - - - - 
(Brownsville, Harlan, McAllen) 
Wichita Falls KFDX-TV Y¥* - - ~ 
KWFT-TV_ - - - ~ 
UTAH 
Salt Lake City KSL-TV =" = - - 
KTVT = N - - 
KUTV > = 1/56 
VERMONT 
Montpelier WMVT - © - - 
VIRGINIA 
Danville WBTM-TV N N N_ None 
Hampton WVEC-TV Y WN - ~ 
(Norfolk) 
Harrisonburg WSVA-TV N N Y None 
Lynchburg WLVA-TV N N Y¥ 4/55 
Newport News WACH-TV_ - - - - 
Norfolk WTAR-TV_ Y¥ N - - 
WVEC-TV Y - - - 
Richmond WTVR Yy N - - 
Roanoke WSLS-TV y N - - 
WASHINGTON 
Bellingham KVOS-TV ae “ae 9/55 
Seattle KING-TV Y N - - 
(Tacoma) KOMO-TV Y¥ N - - 
Spokane KHQ-TV Y N - - 
KXLY-TV N N Y¥_ None 
KREM-TV N N Y¥ 12/54 
Tacoma KOMO-TV Y¥ N_ - . 
(Seattle) KTNT-TV Y N - - 
Yakima KIMA-TV N WN 6/54 
WEST VIRGINIA 
Charleston WCHS-TV Y¥Y N_ - - 
WKNA-TV N N Y None 
Fairmont WIPB-TV N N Y¥_ Soon 
Huntington WSAZ-TV Y N - - 
Parkersburg WTAP N N N None 
Wheeling WTRF-TV YY N - - 
WSTV-TV - - - 
WISCONSIN 
Eau Claire WEAU-TV N N N None 
Green Bay WBAY-TV N N N None 
WMBV-TV - - - - 
LaCrosse WKBT N N None 
Madison WHA-TV - - - - 
WKOW-TV N N Y_ 1/55 
WMTV x... 4.2%... 
Marinette WMBV-TV_ - - - - 
Milwaukee WCAN-TV = = - - 
WOKY-TV ~ 7 - 7 
WTMJ-TV YY Y - - 
wrvw - - - - 
Neenah WNAM-TV N N N_ None 
Superior WDSM-TV N N_ Y_ Soon 
(Duluth, KDAL-TV N N Y Soon 
Minn.) 
Wausau WSAU-TV . - ~ - 
WYOMING. 
Cheyenne KFBC-TV N N Y None 
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£Sea Monster ¥ 


- inthe Mountain West? 


\ Lots of local residents claim 
to have seen one in Bear Lake, 
some 85 crow-flight miles north . 
of Salt Lake City. 


But, it’s no myth as to which 
television station in the 
area is the most popular. 
KSL-TV has the upper hand — 
‘ whether you count families watching 
or spot advertisers using! * 













For more information on how to 
boost your sales curve in the 
growing Mountain West market, 
see CBS-TV SPOT SALES, or call... 


KSL-TV 


SALT LAKE CITY 


"Sources upon request 
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IF YOU 
MUST HAVE 
QUALITY 


IN COMMERCIALS 
INDUSTRIAL 
EDUCATIONAL 
FILMS 


FAST! 
SENSITIVE! 
MADE FOR ACTION! == 


Weston tungsten rating—225 
ASA tungsten rating—300 


ORIGINALLY 
DESIGNED 
FOR TV 


New faster processing 
8 and 16MM and sound 


GOLD SEAL SPECIAL 
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Ketcham (Continued from page 40) 


of color television, plus the advantages 
of picturing the product in its natural 
environment in a store, lends impres- 
sive potentialities to package merchan 
dising of the future. 

A word of warning, however: colo1 
can affect design. Through combina- 
tions of the above-mentioned elements 
of color, together with basic design 
lines, comes the appearance of every 
package detail. It is significant to 
note, however, that color-correctness is 
more important in packaging than de- 
sign. Certain colors and color group- 
ings can make some packaging designs 
appear larger or smaller, weaker or 
bolder. And color speaks a universal 
language. 


Background Important 


Design exerts no influence over 
color, however. For example, a square 
package and a round package in the 
same red, will not appear to differ in 
color. But, place the two red packages 
against a background of the exact 
same red and it will be most difficult 
even to see them. Change the color of 
the background against which these 
packages are viewed, and the character 
of the red will be altered at will. 
Every department store dress buyer, 
worth his keep, knows that a dress in 
the right fashion coler, but the wrong 
design, will sell more readily than a 
dress offered in the right design, but 
the wrong color. The latter will be a 
mark-down and a slow seller most of 
the And an attractive dress 


makes a mighty important package. 


time. 


Further, color can create illusions 
about size. Knowing that, many foot- 
ball coaches dress their large players 
in dark-colored jerseys to mislead the 
opponents into thinking that they are 
encountering a less formidable size of 
man-power. So use dark colors to make 
your packages seem smaller—more ex- 
clusive. The reverse psychology has 
also been used successfully. Coaches 
of teams of smaller stature use lighter 
uniform colors to create an illusion of 
greater size! Try that with your pack- 
age in color on the new giant color 
television screens. 

One of the smartest American mer- 
chandisers says he can accurately 
forecast sales by the size of the ad- 
vertising budget—“If a package is 








Color and Complexion Types 


Redheads 
Medium neutral grey and light grey 
makes them look more vivid; rust gives 


less appeal; yellowgreen affects the 
redhead’s complexion. 

Brunettes 
Medium neutral grey or bright dark 
blue makes them look more vivid; 
light grey gives a tanned look; yellow 
brings out the pinkish tones in 
brunettes. 

Blondes 


Medium neutral grey makes them look 
faded; light grey gives them a darker 
look; medium tan or bright dark blue 
adds vividness; yellow gives blondes a 
violet cast. 


White Hair 
Medium neutral grey or light grey 
makes skin coloring of women with 


white hair look faded; yellow gives a 
violet cast; light violetblue brings out 
fresh pinkish tones; bright dark blue 
makes these people look sallow. 


And packaging takes an important 
keynote from this. Remember the old 
Lucky Strike green package? It wasn’t 
changed to white just because green 
dyes went to war. Far from it. The big 
reason was that Green as a package 
color was unfiattering to women’s 
clothes and accessories. In white, sales 
of Luckies to women skyrocketed! 











well made, correctly colored and at- 
tractively designed, backed up by in- 
telligent advertising, merchandising 
and strong management.” 

And as business conditions change 
—and these cycles are inevitable in 
our economy—the skilled use of color 
to boost package sales will become 
even more important. With the advent 
of color television, intelligent use of 
color will be a veritable necessity to 
insure market survival. 








A SINGLE-STATION MARKET 
KGVO-TV — 13 


60,000 watts 
MISSOULA, MONTANA 














HOWARD 


BROKE fl 
anaats g TELENISION STATIONS 


erpoRADe © 











Good Programs Grow 
at WHAS-TV 








21,800 laughing, happy viewers have attended The “Hayloft Hoedown" with its regular cast ¥ & 
“Walton Calling" in its first 4 years. (7:30 p.m., of 18 is the market's biggest talent show. (8:00 
Mon.) p.m., Friday) 





“WHAS-TV News", with Kentuckiana’s exclu- “Small Talk" hostess Mary Snow Ethridge, 
sive daily newsreel, sets an unmatched pace chosen by TV PRESS readers as their Favorite 
in local news coverage. (6:30, 10:30 p.m., daily) Female Personality. (6:15 p.m., daily) 










a ; 
ee ae — ‘ “Sportraits” with Jimmy Finegan, (Minor 
Geod Uviag’ wim McCall's Mike Award League Baseball Commissioner George Travt- \ 
winner Marian Gifford, is the market's outstand- mon on left) is Louisville's only daily sports 
ing homemaker program. (10:00 a.m., daily) program. (6:00 p.m.) 


@eeeeeeeeveeeeepeeeeeeeeeeeeeeeeeeeeeeeeeneeeeeeeeeeeeeeoeeeeee ee eel. 


<q, 








VICTOR A. SHOLIS, Director—NEIL CLINE, Station Mgr. 
Represented Nationally by Harrington, Righter & Parsons, 
New York, Chicago, San Francisco 


Associated with The Courier-Journal & The Louisville Times 
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First films 
On the spot 
At.... Top film shows for December—compiled by ARMfor 7 
FLETCHER SMITH STUDIOS 
10 CITY WEIGHTED AVERAGE 3 
Studio Editing as) v 
Recording and Titles 3 2 Sp 3 3 = 
Rerecording Nk Milla Rank| Title and Distributor | Rtg. = g 5 2 gy Ss 
Animation and —e = 3 = & v 8 
Artwork Screening = aa) iS) S) Q mm) 
| — 
A recent series of commoreiate 1 | Superman Flamingo | 18.0] 36.6(1)| 17.8(8) | 10.2 19.1(6)| 21.9(491,0(4) 
filmed for television and pro- ‘ 
duced for the E & J Gallo “i : , : ¥ : 
Winery through Carlo Vinti 2 | Badge 714 N BC Film | 17.8 10.6(6) 13.9 15.6 ( a) 19.4(5) | 25.0(] 3.6(1) 
Advertising combined . . . 
3 | Annie Oakley CBS Film | 15.5] 14.0(9) | 12.5 19.1(1)| 23.0(3)| 17.0(418.6(6 
4 | Liberace Guild 13.9 | 14.3(8) | 23.0(3) | 14.3(6) | 30.6(1) | 13.4(10} 14.0(9 
5 |I Led 3 Lives Ziv | 13.1 aL-3{me) 32.6(2)| — | 27.7(2)| — |153(7 
6 | BillHickock Flamingo | 12.8] 17.1(5)| 13.0 | 175(3)| 129 | 21.0¢h36(10 
| | | 
7 | Range Rider CBS Film | 12.5 — | 385(1)/ 102 | — — | 69 
| 8 |Mr. District Attorney Ziv 11.6 26.1(4)| 22.4(4) | 14.3(6)| 15.7 | 16.2(7 13.7(10 
oe me TS | 
| 9 | Janet Dean MPTV | 11.1 — | 12.1 | 12.9(9) 16.6(9) | 6.7 | 6.0 
10 | Abbott, CostelloCBS Film| 10.6] 64 | 15.1 /11.3(10) 16.5(10)} 114 | 74 
ll Racket Squad ABC Film| 10.1] 28.0(2)} — 17.2(4)| 10.4 | 144(88 5.7 
| 
12 |Cisco Kid Ziv | 9.07 21 | 100 | 181(2)| 17.9(8)| 18.3(5) 40 
| 
. 
el 13 | Kit Carson MCA 8.5] 16.4(7)| 20.9(6)| — 126 | 84 hsecre 
Studio Photograph | | 
va = 14 \Foreign Intrigue Reyns. 8.5 — 19.1(7) 6.4 18.0(7)| 8.7 - 
Through the use of rear pro- 15 | Favorite Story Ziv 7.4] 20.9(3)} — | 10.7 68 67 |108 
jection, Fletcher Smith Studios 
is able to provide a variety of H ! . ; - roe: 
backgrounds and sets in a 16 op. Cassidy NBC Film 7.2 — 21.4(5) By ~- — | 82 
minimum amount of “set up” 
time at lowest cost to you. 17 | Boston Blackie Ziv 6.9] 11.0 — 10.4 14.5 13.2 } 114 
18 | Ramar of Jungle TPA 6.8] 38.8 3.8 3.9 10.8 — 1106 
Wercher Smith Seudios, Unc. 
321 East 44th St. 19 |Lone Wolf UTP 5.2] 9.0 — 4.6 — 84 | 68 
New York 17, N. Y. 
Mu 5-9010 
20 |My Hero Ofjicial 4.2 — — a — | 14.2( 
Rating for city is followed by rank of program for that market, given in parenthesis. 
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6(10) bed First Print Department . 
oa 
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Changing the television network so 
that it can carry color pictures is a big 
job—one that is still going on. 


Black and white pictures are easy to 
handle by comparison. But color 
requires three times as much informa- 
tion. And all of it must reach every 
point on the network at the correct 
level and without being changed. 


Otherwise, the actress might have 
purple hair instead of red. 


To keep the colors true, equalizers 
are added at many locations along 
the network, and more amplifiers 
are installed to boost the signal. 


Hundreds of technicians have been 
trained in color techniques and 


aR ~ ~ tae... many more are being taught to 
<“«, ee le ieee a” te 
— maintain and adjust the added 
S Sx—y . ‘ 
~ 2 oSSoondl equipment to exact standards. 


Already more than 50,000 channel 
miles in the nationwide television 
network have been adapted for color 
transmission, as the Bell System 
continues to keep pace with the 
industry’s rapidly expanding needs. 







BELL TELEPHONE SYSTEM 





PROVIDING TRANSMISSION CHANNELS FOR INTERCITY 


TELEVISION TODAY AND TOMORROW 


56 January 1955, Television Age 

















Washington Memo 





COLOR IN THE WHITE HOUSE. The 
top recent color tv development in 
Washington is that President Eisen- 
hower got a new 21-inch RCA color 
set, and he’s tickled to death with it. 
General Sarnoff hustled one of the 
first sets down to the Commander-in- 
chief a few weeks ago, and Ike is re- 
ported to have sent back a warm letter 
of thanks. Like the rest of us, the 
President appears to believe that color 
is here to stay. 

This little story is only significant 
because it points up the fact that next 
to nothing is stirring on the color 
scene here in the capital. In fact, ex- 
cept for the possibility that there will 
be a move by the AT&T to establish 
permanent rates for its color transmis- 
sions, there’s not apt to be much color 
news from Washington during the 
whole year ahead. 

This doesn’t mean, of course, that 
Congress and the FCC won't have 
plenty of problems to deal with that 
carry an extremely significant impact 
for the television industry. On the 
contrary, among decisions that may be 
made in 
months are some of the most import- 


Washington in coming 
ant in the history of telecasting. 

For example, the FCC will probably 
have to decide whether to limit the 
height of tv towers all over the coun- 
try to a mere 1,000 feet. The Com- 
mission seems to be ready to move in- 
to the question of whether or not to 
permit subscription tv. 

It is also closing in on a decision 
as to whether tv relay stations 
should be built by individual station- 
owners or as common carrier facilities 


of the AT&T. 


WHAT ABOUT McCONNAUGHE Y? 
Congress will at least have to face up to 
whether acting chairman of the FCC 
George C. McConnaughey should be 
confirmed. The solons will also be un- 
der pressure to do something about 
the ailing uhf segment of the tv in- 
dustry and whether to prescribe “de- 
intermixture” for the patient. 

But when it comes to the question 
of color, the Jawmakers and the regu- 
lators have got just about the same 


attitude as the ordinary layman— 
they're just watching it grow and 
wondering when they'll be able to af- 
ford a set that shows pretty hues. 
They believe that the color standards 
approved in late 1953 by the FCC are 
good enough for the foreseeable fu- 
ture. 

They’re impressed, like most peo- 
ple, with the extraordinary potential 
of color and with the amazing growth 
of the infant. But they don’t consider 
it a problem child. 

Color tv tariffs will come into the 
news before the end of this month 
(January). AT&T’s authority for its 
present schedule of temporary rates 
expires February 1. Before then, the 
company must decide whether to re- 
quest a permanent set of rates or to 
ask for a further postponement. As of 
a short time ago, the company was 
still undecided which course to take. 
The chances are that another post- 
ponement will be the answer. 


HIGHER RATES EXPECTED. There's 
still no doubt that the phone company 
will eventually demand substantially 
higher fees to transmit color than the 
$35 per airline mile (based on con- 
tracts calling for eight-hours-a-day 
service) that is now set as the black- 
About a 


and-white rate. year ago, 


when a similar decision faced the 


AT&T and a postponement was re- 


quested, it was reliably reported that 
the increase then considered was on 
the order of 35 per cent, producing a 
color rate of around $45. Since AT&T 
claims it doesn’t even cover costs on 
its black and white charges and since 
transmission and construction costs 
haven’t gone down any in the inter- 
vening 12 months, it’s hard to see how 
the company could ask for less this 
time. Insiders here therefore believe 
that, if AT&T asks for a permanent 
schedule this month, the color rate 
will be at least as high as $45, very 
likely 


however, warn against predictions on 


higher. Company spokesmen, 
the rate and emphasize that the com- 
pany’s position is far from settled. 
Probably the first tv issue to be 
aired before the 84th Congress will be 
Mr. McConnaughey’s suitability for 
chairmanship of the FCC, a post he 
has held on a recess appointment 
since last September 25. Democrats 
who oppose him weren’t able to keep 
his name from being favorably re- 
ported by the Senate Interstate Com- 
merce Committee during the short Me- 
Carthy session, but they were able to 
block action by the full Senate. Now 
that they’ve taken over control of Con- 
gress, the Democrats may be able to 
make things rough for the tentative 
chairman. There are at least two 
counts they propose to use against 
the nominee. One of these is that he 
misrepresented his position to the 
committee when he told them, during 
confirmation hearings in November, 


(Continued on next page) 













































"32 TELEVISION TALKS” 


transcribed from the 


BMI TV CLINICS -— 1954 


Combines the knowledge and 
experiences of 32 TV leaders 
in every phase of TV 
programming and production 
... factual, informative and 
down-to-earth talks by men 
who have been in the 
industry from the ground up. 








Published by BMI at $7 and 
‘made available as an industry 
service at the cost of transcribing 
and printing — $4.20 post paid. 


all 

















“32 Television Talks” is an entirely fresh 
and stimulating collection of the BMI TV 
Clinic sessions conducted in New York, 
Chicago and Los Angeles during 1954.. . 
a new and up-to-date book which follows 
up “Twenty-Two TV Talks,” published 


in 1952. 


“How to do it” is the theme of “32 TV 
Talks,” with complete data on such vital 
topics as: film buying and film program- 
ming... news and special events... 
twists in production... educational and 
commercial programming . . . low cost 
production . . . local programming .. . 

promotion and public relations . . . ideas 
and imagination . .. as well as dozens of 
other essential elements in TV. 


In addition to the 32 talks, the book in- 
cludes transcripts of the QUESTION 
and ANSWER periods of the Clinics. 


Publication of “32 Television Talks” will 
be limited. Order your copy today. 
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Wash. Memo (continued) 


that he hadn’t taken any part, or 
couldn’t remember any such activity, 
in FCC decisions on the question of 
“unmixing” markets. 

Now, the Democrats are prepared to 
say that Mr. McConnaughey, before 
these hearings took place, not only 
participated in four decisions in which 
mixed markets figured, but actually 
cast the deciding vote in two of them. 
The other charge, and the most signi- 
ficant politically, is that Mr. McCon- 
naughey is one of the main cogs in 
the Republican National Committee’s 
scheme to see that more Republicans 
get patronage jobs in the regulatory 
agencies and elsewhere in government. 
If the Senators who oppose the nomi- 
nee could make a party issue out of 
this, then Mr. McConnaughey’s 
chances for confirmation would fade. 
Failure of this nomination would leave 
the Commission equally divided be- 
tween three Republicans and _ three 
Democrats. The President might then 
have a difficult time finding a candi- 
date from his own party who was ac- 
ceptable to the Democrats on the 
Commerce Committee. 


PROBLEMS FOR 1955. Other 
topics that will occupy the stage in 
Washington in the coming months are 
mentioned briefly below: 

Tall Towers: The FCC will, in all 
likelihood, have to wrestle with a rec- 
ommendation that tv transmitting 
towers be restricted to 1,000 feet in 
height, except where other elevations 
make them less apt to be a hazard to 
airplanes. The FCC isn’t legally re- 
quired to pay any attention to such a 
recommendation from the President’s 
Air Coordinating Committee, but it 
will be under strong pressure to do so. 
Furthermore, there will be reason for 
the Commission to act rapidly either 
to adopt or disregard the 1.000-foot 
limit. Monster towers are growing like 
sunflowers and large amounts of capi- 
tal are being put into them. The longer 
the Commission waits, the tougher the 
decision will be. 

Subscription tv: It begins to look 
as though the FCC will use delaying 
tactics as the best method of handling 
demands for rule making on pay-as- 
you-see television. The notion of re- 


(Continued on page 103) 








Economy (cont'd jrom page 36) 


upgrading of wage scales will continue 
during the coming year. 

A process of quiet business expan- 
sion is already in progress, and it 
should extend itself throughout 1955. 
We may expect to regain some 50 per 
cent-60 per cent of the overall decline 
which took place between 1953 and 
1954. By way of obtaining a proper 
economic perspective, we should real- 
ize that 1953 was the most prosperous 
year in American business history. All 
evidence points to the fact that 1955 
will fall short of the 1953 level but 
will prove out as the second best year 
on record. 

Whereas stability and balance char- 
acterized the general business picture 
during 1954, the advertising industry 
continued its strong persistent growth. 
Since 1942, advertising expenditures 
have, each year, steadily stepped up- 
ward to higher levels. The 1954 all- 
media expenditures of approximately 
$8.3 billion were some four times the 
1942 outlay. In the process of this un- 
broken annual advertising growth, 
general business has gone through 
two recessions, 1949-50 and 1953-54. 
Yet, during each of these recessions, 
advertising expenditures continued to 
expand. 

Despite their sharp growth, adver- 
tising expenditures are not out of line 
with the total economy and established 
business practice. 

During the past two years, we have 
made a rather substantial shift from 
an economy heavily supported by 
government purchases to an economy 
dependent largely upon private per- 
sonal expenditures. The consumer 
market has been absorbing an increas- 
ingly large volume of the goods and 
services produced. Normal peacetime, 
competitive conditions encourage and 
merit a rise in advertising outlays. 

In all probability, 1955 advertising 
expenditures will rise to approximately 
$8.8-$8.9 billion. 

It should be borne in mind that the 
1954 advertising cost of $8.3 billion 
was only 2.3 per cent of gross national 
product; that a 1955 expenditure as 
high as $8.9 billion dollars will be 
only 2.4 per cent of the anticipated 
gross national product for next year. 
If businessmen were spending for ad- 
vertising in proportion to the pre- 


World War II ratio (slightly above 3 
per cent) to gross national product we 
would have had an advertising expen- 
diture of some $10 to $11 billion in 
1954. Thus, an $8.9 billion dollar ad- 
vertising outlay in 1955 will be fully 
justified by the expected level of busi- 
ness and will still be below the pre- 
war ratio to gross national product. 

Without question, television has had 
the most dramatic expansion, both in 
the year 1954 and during the past five 
years, of any industry on the Ameri- 
can scene. 


Tv Growing Fastest 


In 1954, the broadcast revenue of 
networks and stations aggregated an 
estimated $615 million-$630 million, 
a level nearly 18 times greater than it 
was in 1949, when the total was $34 
million. In these five short years tele- 
vision has clearly won the title 
“America’s fastest growth industry”. 

The full dimensions of tv’s tremen- 
dous growth are brought into better 
focus when we consider that, from 
1949 to 1954, the following trends 
prevailed: 

a. Set circulation rose from ap- 
proximately 2 million to approxi- 


mately 3 million, a rise of about 50 
per cent. 

b. Tv station operations increased 
from 98 to 420, an expansion of some 
330 per cent. 

c. Tv received only 1.3 per cent of 
all advertising expenditures in 1949 
and 3.5 per cent in 1950 but, by 1954, 
obtained approximately 10.8 per cent 
of the total advertising pie. 

Within the booming 1954 period, 
some interesting developments appear 
to have taken place. These include: 

a. Network revenue had the largest 
percentage increase and, in aggregate, 
will account for better than 50 per 
cent of the total 1954 tv billings. 

b. Both local and national spot 
revenue have expanded but within a 
somewhat wide seasonal pattern; sum- 
mer seasonal declines currently appear 
to be a part of the tv picture. 

c. Smaller stations seem to have 
experienced a sharper summer sea- 
sonal slump than did the 
operations. 

d. The big increase in tv advertis- 
ing dollars did not result in a uniform 
or proportionate flow of these dollars 
to all the stations of the industry. The 

(Continued on page 63) 
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television 


LINK WITH COLOR. The 
industry investors were looking down 
from—for them at least — dizzying 
heights as the Old Year faded from 
the screen and 1955 was ushered in. 
To many investors the future growth 
of tv stocks is fatefully linked with 
the growth of color television. In fact, 
some companies have little or no fu- 
ture unless color comes along swiftly. 
Yet the impatience of investors for 
the advent of color is balanced by the 
caution with which the officials of tv 
companies are approaching the sub- 
ject—particularly set makers. 


Analysis of Situation 


One aspect of the advent of color 
which is raising hopes in many cor- 
porate breasts is its ability to lure new 
advertisers into the market. Here is 
their analysis of the present situation. 
There are enough advertisers to buy 
the choice time on the nation’s two 
major networks. But the advent of 
color will bring new products to the 
tv medium that are unable to mer- 
chandise successfully in black and 
white. Some of the industries that are 
placed in that category are furniture, 
floor covering and apparel makers 
where a lack of color prevents the ad- 
vertiser from doing full justice to his 
product. 

Some Street analysts contend this 
additional demand for time will come 
as a boon to the American Broadcast- 





Wall Street Report 


ing Co. network and may even help 
the Du Mont system. 

ROSY PROSPECTS. The 
estimate for 1954 tv advertising is 
$900 million. The this 
year is approximately $1.3 billion with 
a rosy $2 billion predicted for 1960 or 
sooner. That type of forecasting ob- 


present 


estimate for 


viously precludes any economic de- 
velopment that could be described by 
those time-honored words, “recession” 
or “depression.” 

If there is ary validity to these 
analyses of things to come then Ameri- 
can Broadcasting Co. is one sure 
barometer. In the 1954 year United 
Paramount-ABC 


proximately $1 per share. But in the 


earnings were ap- 
first quarter of the new year the Street 
is predicting the company’s profits 
will range between 50 cents and 60 
cents per share compared with only 
20 cents per share in the comparable 
1954 period. And for the full 1955 
year the company’s profits are expect- 
ed to top $2.50 per share. 

The theatre division of the 
pany is the major factor in the initial 


com- 


profit improvement, but the steady 
gain in earnings can be made only if 
the ABC « division 
and starts making money. Evidently 
both the ABC management and the fi- 
nancial community believe that can 
and will be done this year. 

The Du Mont situation is radically 
different. The sale of the company’s 


reverses its trend 


Pittsburgh tv station to Westinghouse 


naturally raises the question of 
whether the company intends to keep 
its fourth network in business, follow- 
ing as it does on the heels of the dis- 
that the company 
dickering with ABC to take over its 


whole network. The management con- 


closure had been 


tinues to confirm its intention of keep- 
ing the network going and is applying 
for a Boston tv station. But a sense of 
uncertainty continues to plague Du 
Mont stockholders and. probably will 
continue through 1955 unless there’s 
a new development. 


WESTINGHOUSE ACTIVE. If the 


Pittsburgh move raises any doubts 
Du Mont it Westing- 


house’s position pretty clear. Its will- 


about makes 
ingness to pay $9.75 million, the high- 
est price on record for a tv station, 
electronics 
The 


Philadelphia (where last July the same 


gives the 


fourth tv 


company _ its 
outlet. others are in 
company paid the previous high for 
a station) San Francisco (bought last 
July) and Boston. Thus since 1953 
Westinghouse has made an investment 
of $25.7 million in the future of tele- 
vision—no small investment for even 
a company of Westinghouse’s size. 
Gwilym A. 


president, predicts the company’s 1955 


Price, Westinghouse 


volume will “approach or equal” the 
1954 of $1.6 


Actually such a result would mean an 


record sales billion. 
increase of about 10 per cent in or- 


ders over 1954 because last year’s 
civilian business declined about 5 per 
cent, but defense orders made up for 
The $300- 


expansion 


the decline. company "s 


million program will be 
virtually completed by June of this 
year. 

General Electric is also counting on 
a sharp pickup in volume in 1955 to 
Ralph J. 


expects 


boost its overall sales. 


Cordiner, president, orders 
from the public to run 5-8 per cent 
better than in 1954. He predicts this 
year’s sales of radio and tv receivers 
would top that of 1953, the best year 
That’s 
mighty strong talk, but to back it up 


in the company’s history. 
GE will spend $165 million on new 
plant facilities, or $5 million more 


than the record 1954 outlay. 


ENCOURAGING VIEWPOINTS. Such 
glowing optimism from two of the 


(Continued on next page) 


January 1955, Television Age 


61 








Wall Street (Continued) 


leaders of what is considered the 
“electronics industry” is naturally en- 
couraging to the rest of the tv set 
makers and broadcasters. Sylvania, for 
example, is expected to have a better 
year in 1955 than in 1954. The 1954 
earnings which are estimated at about 
$3 per share are the best in the com- 
pany’s history since 1950 when the 
initial tv boom was riding high. 
Stromberg Carlson is another whose 
1955 prospects are painted in glowing 
terms. The company is expected to 


earn $5 per share this year compared 
with $3.60 or thereabouts for 1954. 
However, Stromberg unlike some of 
its bigger brethern, is not counting on 
an increase in civilian business to 
bring the jump. It will start work on 
two big government contracts on which 
there was a big delay last year. More- 
over S.C. is also heavily committed to 
supply equipment to the independent 
telephone companies outside the Bell 
system. This trend naturally tends to 
diminish the contributions to the over- 
all profit made by the firm’s radio and 
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tv division. 

Nevertheless speculation on the set 
sales that might be made this year 
will continue to be a major factor in 
the minds of investors—and the color 
set volume will be constantly in mind. 
A licensing agreement has been 
reached between CBS and RCA on 
CBS color tube patents. This is the 
second time that CBS has licensed an- 
other set maker. Earlier in the year 
it will be recalled G.E. was licensed to 
make the single-tube color camera, the 
chomacoder. 


350,000 Sets in 1955 


Frank Folsom has predicted that 
there will be 350,000 color sets made 
this year. By 1956 he predicts an out- 
put of 1,780,000. Such a trend would 
mean that sometime this year the in- 
dustry will face and meet the crisis of 
making a multichrome set for the 
magic figure of $500. This in turn 
will mean that one or several manu- 
facturers will make the gamble on pro- 
ducing sets at a loss for a period, 
gambling on his ability to get a vol- 
ume that will eventually push produc- 
tion back to a profitable basis. That’s 
a risk that is approached reluctantly 
by companies who feel the convention- 
al black and white market is yielding 
ample profits. Yet it is a step which 
must be taken. 

Thus when Barron’s tv index has 
soared to the record height of 45.53, 
compared with 30.66 at the outset of 
1954, the tv investors are faced with 
the dilemma of investing more in a 
long-range future or holding back un- 
til the industry’s color Rubicon has 
been crossed. 





Stock High-Low Quote* 
1954 Last 
ABC-UPT 244-1444 23% 
ADMIRAL 2914-18%4 28% 
AVcO 6%- 45% 6% 
CBS 874%4-41% 87 
DU MONT 1656- 9% 14% 
EMERSON 15%- 9% 14% 
GE 4814-37% 4636 
MAGNAVOX 24%4-16% 22% 
MOTOROLA 5336-30% 51% 
PHILCO 3956-28 38% 
RCA 38%-22% 37% 
RAYTHEON 19%- 81% 18% 
SYLVANIA 487%-31% 46% 
WESTINGHOUSE 79 50% 717% 
ZENITH 96 63% 91% 
Over the Counter Stocks 
High-Low Bid-Asked 
GUILD — 6%- 7% 
OFFICIAL 2%- % 2%- 2% 
STORER BDCSTG. 38 -18 37-38 
CONSOLIDATED — 2044-2044 


*As of Dec. 21, 1954 








Econ omy (Continued from page 59) 


established stations, and the new sta- 
tions in the more important markets, 
attracted heavy chunks of the tv ad- 
vertising pie while some other stations 
received very meager portions of the 
pie. It is our impression that a con- 
siderable number of newer stations re- 
ceived total revenues within the cate- 
gory of $20,000 to $30,000 per month. 

e. Operating expenses moved up- 
ward, but not so much as station 
revenue with the consequence that the 
industry profit margin improved. 
However, it is our impression that 
there has only been a relatively small 
improvement in the ratio of number 
of profitable stations to total stations 
on the air, notably in the uhf category. 
There was not a very noticeable de- 


crease in the number of stations “in 


the red.” 

With general business on the up- 
grade in 1955 and with total adver- 
tising expenditures pushing to a new 
all time record, the tv stations and 
networks should obtain a_ broadcasi 
revenue in excess of $800 million in 
1955—and with reasonable prospects 
running to $850 million. Such a level 
of broadcast revenue would entail 
total sponsor expenditures for tv of 
about $1.1 billion to $1.2 billion. We 
are of the opinion that this is a real- 
istic and reasonably conservative fore- 
cast. Such a level of tv expenditures 
would run some 33 per cent-35 per 
cent cent above 1954 and would give 
tv 12 per cent-13 per cent of the 1955 
total advertising pie. Statistically we 
are loathe to project any lesser trend. 

Whatever impact color has on 1955 
tv revenues will likely be largely limit- 
ed to network operations. Although an 
increasing number of network broad- 
casts may be in color, we don’t anti- 
cipate a significant increase in total 
local color programs during the year. 
And where these do take place, they 
are not likely to be more than a very 
modest factor in added total station 
revenue—for 1955. 

The significant forces which will 
drive tv revenues upward in 1955 are 
going to be the improvement in busi- 
ness, the enlargement of competitive 
pressures in the market place, the rise 
in total advertising expenditures 
coupled with the powerful growth fac- 
tor of tv—the newest advertising and 
communications medium. 
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People are looking at 
Sarra Commercials for 


A&P 

Braun’s Bread 

Bromo-Quinine 

Bulova 

Cat-Tex 

Chase National 
Bank 

Chrysler Airtemp 

Coors Beer 

Cunard Steamship 
Lines 

Helene Curtis 

Duncan Hines 
Cake Mixes 

Eastman Kodak 

Evinrude Motors 

Hoffman Mixers 

Hostess Cup Cakes 


Jergens Lotion 

Kraft 

Lucky Strike 
Cigarettes 

Lux Beauty Soap 

Lux Liquid 
Detergent 

Pabst Blue Ribbon 
Beer 

Pet Milk 

P.O.C. Beer 

Ponds Angel Skin 

Rinso 

Ronson Fuel 
and Flints 

Stopette 

Jane Wilson 
Meat Pies 
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SARA 


Specialists in Visual Selling 
New York: 200 E. 56th Street 
Chicago: 16 E. Ontario Street 





Film Sales 


Color film is already having an 
effect—small but significant—on syn- 
dicated sales. There are color films 
being sold (see story on syndicated 
color film, page 32) yet many poten- 
tial buyers are not buying because 
they aren't sure how these multi- 
chrome prints will look on the viewer’s 
tv screens and are less sure how they 
can go about finding out. TELEVISION 
AGE asked one of today’s heavy color 


film buyers, Henry Humphrey, man- 


ager of film programs for the Du 
Mont Network, to comment on _ the 


problems of buying color film pro- 
gramming and tell what he does about 
them. Mr. Humphrey has for the past 
several months screened scores of color 
films, from cartoons to features, for 
Du Mont’s one-hour weekly colorcast, 
“Sunday Supplement.” 

“Oddly enough the biggest problem 
in selecting color film programming 
is color itself,” Mr. Humphrey notes. 
“We follow this simple rule: If a film 
projects well, its colors are well bal- 
anced and it has life-like appearance 
on the ordinary projection screen, the 
chances are it will look fine on the air. 
There is a hitch, however. Obviously. 
at this stage in the young life of color 
tv, the large majority of the audience 
will see the show in b&w. Therefore, 
we always project it over a mono- 
chrome as well as a color tube before 
the show is finally scheduled. 

“The great technical bugaboo seems 
to be that of contrast. The lower the 
print has, the better 
we like it. The reason for this is that 
we can add any desired amount of 
contrast through the system. We can 
subtract it only with considerable dif- 
ficulty and often not at all. Producers 
shooting in color film ought to bear 
this in mind. 

“The kind of film steck used does 
not make too much difference as long 
as the contrast is low. We have had 
very good results with prints made on 
the leading makes of reversal stock, 
negative positive stock and the more 
elaborate three-color separation nega- 
tive-positive process. 


contrast ratio a 


“Finally, color film programming 
requires many hours of screening. We 
find ourselves looking at approximate- 





ly a dozen shows for each one that 
gets on the air. We feel that this is 
the only way that high standards of 
color film telecasting can be main- 
tained.” 


CBS-TELEVISION FILM SALES, INC. 
Amos ’n’ Andy 


WGEM-TV Quincy; WHYN-TV Sprinefield, 
I'lass. ; WFMJ-TV Youngstown, Kings 
Jewelers. 


Gene Autry 

WMCT Memphis, Dixie Meat Co. 
The Cases of Eddie Drake 
WMAR-TV Baltimore. 

The Files of Jeffrey Jones 


WIN-T Waterloo, Ind. 
Art Linkletter and the Kids 


KGMB-TV Honolulu; WSBT-TV 
Bend. 


News film 
WJBK-TV Detroit; KPIX San Francisco. 
Annie Oakley 


KPRC-TV Houston, Carnation Milk Co.; 
WABD New York, Continental Baking Co 
(Renewal); WRGB-TV Schenectady, Canada 
Dry Bottling Co. of Albany (Renewal): 
Albers Milling sponsoring in following mar- 
kets: KBTV Denver; KOOL-TV Phoenix; 
KXLY-TV Spokane, Bristol-Myers Co. 
sponsoring in following markets: WBRAL-TV 
Baltimore; WBTV Charlotte: WICU Erie: 
WGAL-TV Lancaster; WDSU-TV New Or- 
leans; WJAR-TV Providence. Canada Dry 
Ginger Ale, Inc. sponsoring in following 
markets: WJBF-TV Augusta: WCSC-TV 
Charleston, S. C. 

Chuckles Candy sponsoring in following 
markets, stations yet to be selected: Chica- 
go, Detroit, Milwaukee, Pittsburgh, Pa. and 
St. Louis. 


South 





CBS Television’s Annie Oakley 


The Range Rider 

KOMU-TV Columbia, Mo., Columbia Bak- 
ing Co. (Renewal); KGUL-TV Galveston; 
WTVR Richmond, Kellogg Co. CKLW-TV 
Windsor, Can., Faygo Beverage Co. Lan- 
gendorf United Bakeries sponsoring in fol- 
lowing markets: KMJ-TV Fresno; KRCA 
Los Angeles; KPIX San Francisco; KOMO- 
TV Seattle-Tacoma; KTVU Stockton. 


The Whistler 


KGMB-TV Honolulu. Hamm's Brewing Co. 
sponsoring in following markets, stations 
to be selected: Cleveland and Kansas 
ity. 


GUILD FILMS COMPANY, INC. 
The Frankie Laine Show 
KGNC-TV Amarillo; WTVW Milwaukee. 


The Liberace Show 


KFIA Anchorage; WAIM-TV_ Anderson, 
S. C.; WBZ-TV Boston; WEWS Cleveland; 


WHIO-TV Dayton; WTVP Decatur, IIL; 
KTSM-TV El Paso; KFAR Fairbanks; 
WDAY-TV. Fargo; WBAY-TV Green Bay; 
WNCT Greenville, S. C.; WSIL-TV Harris- 
burg, Ill.; CWA Havana, Cuba; WJHL-TV 


Johnson City; KCMO-TV Kansas City 
WGAL-TV Lancaster; KSWO-TV Lawton 
WNHC-TV New Haven; KMTV Omaha 


WTAP Parkersburg, W. Va.; WPTZ Phil- 
adelphia; KOOL-TV Phoenix; WTVO Rock- 
ford; KOPO-TV Tucson: WTRF-TV Wheel 
ing; WHIZ-TV Zanesville 

Life With Elizabeth 

KTVA Anchorage; WEAU-TV Eau Claire 
KIEM-TV Eureka; KTVF Fairbanks 
WSIL-TV Harrisburg, Ill.; WEEK Peoria 
KTTS-TV Springfield, Mo.; WSUN-TV St 
Petersburg. 

Conrad Nagel Theatre 

KGNC-TV Amarillo; KTVA Anchorage 
WCPO-TV Cincinnati; KVAL-TV Eugene 
KTVF Fairbanks; WTVW Milwauke+« 
The Joe Palooka Story 

KTVF Fairbanks. 

The Florian ZaBach Show 


KGNC-TV Amarillo: WRBL-TV Columbus 
Ga.; KFAR Fairbanks: WITV Ft. Lauder 
dale; WKAQ-TV San Juan 


—_ 
¥ 


International News’ Week in Sports 


INTERNATIONAL NEWS SERVICE 


Football Upsets 

KGNC-TV Amarillo; WFIL-TV Philadel 
phia, The F. & M. Schaefer Brewing Co. 
General Tire & Rubber Co. sponsoring in 
the following markets: WAFB-TV Baton 
Rouge; WNEM-TV Bay City: WBTV Char- 
lotte, KHSL-TV Chico: WXEL Cleveland; 
WTVP Decatur, Ill.; WJBK-TV Detroit; 
WBAP-TV Ft. Worth; WFMY-TV Greens- 
boro: WABC-TV New York; WENS Pitts- 
burgh, Pa.; WKTV Utica. 

Telenews Daily 

WGR-TV Buffalo; KCKT Great Bend 


Telenews Weekly 
KTVA Anchorage; KFAR Fairbanks 


This Week in Sports 
KLAS-TV Las Vegas, Sahara Hotel 


INTERSTATE TELEVISION CORP. 
Amazing Tales of Hans Christian 


Andersen 

KMBC-TV Kansas City; WMIN-TV Minne- 

apolis-St. Paul; LOR Portland, Ore.; 
IBW-TV Topeka; WTOP-TV Washing- 

ton. 

Ethel Barrymore Theatre 

KOMU-TV Columbia Mo. ; 

Topeka. 

Douglas Fairbanks Presents 

KLOR Portland, Ore. 


Little Rascal Comedies 


KTSM-TV El Paso; WXYZ-TV 
WCCO-TV Minneapolis-St. Paul; 
Rockford. 


WIBW-TV 


Detroit; 
WTVO 


(Continued on next page) 
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Interest People 
neaper! 





Keep people 
interested longer... 


O90 


with animation. 


BKB will design and produce sell-type 
animated commercials for your clients 
on terms that will delight their budget 
—because we budget-design them. 





Around a conference table, we can 
soon show you how a “repeat” here 
and an “optical” there, stylized fringe 
or a pan movement will give you a 
real award winner with budget re- 
quirements. 


Remember color T.V. is here and 


color is our forte. 


AWARD WINNER 





Designed for the 

Bresnick Advertising Agency—Boston 
Account: Hathaway Bread 

Art Director: Leonard Karsakov 


BKB productions 


41 Mt. Vernon Street 
Boston 8, Massachusetts 
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Film Sales (Continued) 


LAKESIDE TELEVISION CO., INC. 


Adventure is My Job 
WRCA-TV New York, Ray Forrest Chil- 
dren's Theatre. 


Out of the Past 
KOOK-TV Billings, Cemetery Co.; KPRC- 
TV Houston, National City Bank. 


Where in the World 
KOIN-TV Portland, Ore. 


NBC FILM DIVISION 
Badge 714 A 


WARD-TV Johnstown, Pa., Sherer Oil Co.; 
WOAI-TV San Antonio; KVOO-TV Tulsa. 


Badge 714 B 


KXLF-TV Butte; KHSL-TV Chico, Wentz 
Markets: KMID-TV Midland; KCJB-TV 
Minot; WNHC-TV New Haven, Simmonds 
Upholstery and Cott Beverages; WCAU-TV 
Philadelphia; KSWS-TV Roswell; KVTV 
Sioux City, Storz Beer and National Furni- 


ture Co.; KVOO Tulsa. 
Captured 
Charlotte; KHQ-TV Spokane ; 


WBTV 
KETX-TV Tyler. 
Dangerous Assignment 

KFDA-TV Amarillo; KGUL-TV Galveston; 


KUTV Salt Lake City; KGO-TV San Fran- 
cisco; KHQ-TV Spokane. 


Douglas Fairbanks 
KETX-TV Tyler. 


The Falcon 


WAAM Baltimore; KGUL-TV_ Galveston; 
KMID-TV Midland; KETX-TV Tyler; 
oo Washington; WFMJ-TV Youngs- 
own. 


Feature Films 


WCAU-TV Philadelphia; 
phia; KETX-TV Tyler. 


Hopalong Cassidy—Half Hour A 
WBZ-TV Boston; WDAF-TV Kansas City; 
KTVX Muskogee wo Vv Omaha ; 
KPHO-TV Phoenix; KMO-TV Seattle- 
Tacoma. 


Hopalong Cassidy—Half Hour B 


WDAF-TV Kansas City; KTVX Muskogee; 
WIMR-TV New Orleans, Brown's Velvet 
Dai and E. V. Brincherhoff; WOW-TV 
Omaha; KPHO-TV Phoenix; KOMO-TV 
Seattle-Tacoma. 


Hopalong Cassidy—Hour 


KRDO-TV Colorado Springs: WOW-TV 
Omaha; KOAM-TYV Pittsbugh, Kan.; KETX- 
TV Tyler; WRC-TV Washington. 


Inner Sanctum 


WTRI Albany; WBZ-TV Boston, Liggett 
Drug Stores; WGN-TV Chicago; KCOP Los 
Angeles; WMTV Madison; WHYN-TV 
Springfield, Mass.; WWLP Springfield, 
ass. 


Life of Riley B 


KTVA Anchorage; 


WPTZ Philadel- 


KOAM-TV Pittsburg, 


Kan. 
Life of Riley C 
KTVA Anchorage; KFBC-TV Cheyenne. 


The Lilli Palmer Show 
KETX-TV Tyler. 
Paragon Playhouse 


KGNC-TV Amarillo; KCKT Great 
KCOP Los Angeles. 


Victory at Sea 


KCKT Great Bend: KOMO-TV 
Tacoma; WWLP Springfield, Mass 
Tulsa; KETX-TV Tyler. 


The Visitor 

KETX-TV Tyler. 

Watch the World 

KETX-TV Tyler. 

Weekly News Review 
KMID-TV_ Midland; KETX-TV 
WRC-TV Washington. 
OFFICIAL FILMS, INC. 


Colonel March of Scotland Yard 
KCKT Great Bend. 


Bend; 


Seattle- 
; KOTV 


Tyler; 


My Hero 


KBAK-TV Bakersfield; KCKT Great Bend; 
KTXL-TV San Angelo. 


Secret File, U. S..A. 

WW5J-TV Detroit; KCKT Great Bend. 
The Siar and the Story 
WMT-TV Cedar Rapids; KCKT Great Bend; 
WKNX-TV Saginaw. 

Terry and the Pirates 

KCKT Great Bend. 

Time for Tune-O 

WTCN-TV Minneapolis-St. Paul. 
Town and Country Time 

KCKT Great Bend. 


SCREEN GEMS, INC. 


Adventures of Rin Tin Tin 


WDEF-TV Chattanooga, Double Cola; 
WATE-TV Knoxville, Swan Brothers, Inc. 
(Sunbeam Bread); WHYN-TV Springfield, 
Mass., La Salle Ice Cream Co. 





Gems’ Rin Tin Tin 
All-Star Theatre 


KGNC-TV Amarillo, Nutrema Foods Prod- 
ucts, (Renewal); KFXJ-TV Grand Junction, 
Barbour Construction Co. 


Top Plays of 1955 
KBMT Beaumont; KSBW Salinas. 
WINIK FILMS, INC. 


Madison Square Garden 


WUSN-TV Charleston, S. C.; 
West Palm Beach. 


Screen 


WJINO-TV 


Commercial Sales 


ACADEMY FILM PRODUCTIONS, 
INC. (Chicago) 


Completed: J. C. Branscombe Products, 
“Speedy Ross Exercisor,’’ A. Martin Roth- 
bardt; Chesty Foods, Inc., Potato Chips, 
Ruffies, Pretzels, Cornies, Popcorn, Ruben 
Adv. ; Mien yg , ae Oil Co., 
Wisco Gasoline, oner; Marks Bros. 
Jewelers, Tools pt" Small Electrical Appli- 
ances, W. B. Doner; Indiana Fur Co., Fur 
Coats, Branch Advertising Productions; 
Regan Baking Co., Branch Advertising 
Productions. 

In Production: Prado 
Hill Wines, Ruben Adv. 


AMERICAN FILM PRODUCERS 


Wine Co., Melody 


In Production: Women’s Army Corps and 
U. S. Nurse Corps, Recruiting, Dancer- 
Fitzgerald-Sample. 

ATLAS FILM CORP. 

Completed: Miller Brewing Co., Mathisson 
and Assoc.; Swift & Co., Ham, McCann- 


Erickson; Pure Oil Co., Leo Burnett; Whirl- 
pool Corp., Washers & Dryers, Beaumont & 
Hohman. 


A.T.V. FILM PRODUCTIONS, INC. 


In production: Procter & Gamble Co., Lilt, 
Biow; Procter & Gamble Co., Ivory, Gleem, 
“Fireside Theatre’’ formats, Compton. 

















The tee-off pays off 


Albany’s WTRI shoots par 
with its weekly golfing program 


hat makes good programming 

good? Usually, it’s originality, 
and certainly in the instance of wTRI 
Albany’s golf show it’s originality- 
plus. 

Station management made an ex- 
cellent tee-off when they handed sports 
director Steve Davis a blank card, told 
him to pencil in the shots as he saw 
them. An ardent golfer, himself, Steve 
took account of golf-interest in the 
Albany-Schenectady-Troy area. As he 
says, “It’s practically a_ religion.” 
There are over 50 accredited golf 
links in the 100-mile area. He figured 
that, flavored with the local touch, golf 
instruction on tv was “a natural.” 

Mr. Davis’ next step was to corner 
the market, which he did by signing 
an exclusive 26-week tie-up with the 
Professional Golfers’ Assn., Northeast- 





Guest pro shows Steve Davis (left) use of No. 2 iron 


ern New York Section. The move not 
only gave the new show an authorita- 
tive stamp of golfing approval, but 
also established a direct liaison with 
all nearby clubs for publicity. (The 
pros have since talked the show up 
at their golf clinics, suggested begin- 
ners watch regularly and posted the 
station’s billboards at their clubs.) By 
the time spring and the golfing season 
were under way April 30, so was 
wtris Tee Off with the Capital Dis- 
trict Pros. 

Here’s how the weekly, half-hour 
show—relatively inexpensive to pro- 
duce, by the way—works: The P.G.A. 
provides a pro to give a “lesson of 
the week.” Instruction started at the 
beginning—the first program showed 
the correct clubs to buy—and has 

(Continued on page 69) 











HOW TO GO 
BIG-TIME 

IN TV 
WITHOUT 
OWNING 
FORT KNOX 


Buy PASSPORT TO DANGER .. . hottest 
property available to local and regional 
advertisers! This is a brand-new, 
bang-up show, the kind only the big 
networks can usually afford to put on... 
and it’s yours at a remarkably low cost, 
well within the reach of almost all local 
sponsors. Nothing else you can buy gives 
you a Star like this. . . slick production 
... elaborate foreign settings. And 

what a promotion you can build around 
the magic of Romero’s name! No wonder 
Blatz Beer, Welch Grape Juice, and 

other ‘‘savvy”’ advertisers have already 
snapped it up. Better check your market 
... contact one of the offices below. 


CESAR ROMERO, starring in... 





TO > 





ABC FILM 


SYNDICATION, INC. 
7 West 66th St., N. Y. 


CHICAGO - ATLANTA - HOLLYWOOD - DALLAS 
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Hotter than 
a dollar pistol 


Slap leather, come up with Pinky Lee, and you’ll move 
merchandise faster than an adman can write up an 
expense voucher. 


70,000 CHECKERED BEANIES. Pinky makes just eight 
announcements that for two Kolynos box tops and 
50¢ (a total cash outlay of $1.15) he’ll send one 

of his checkered beanie caps. Pinky and Kolynos 

are swamped with 70,000 requests. 


3,000,000 BRACELETS. Pinky, in thirteen one-minute 
announcements, offers a free identification 

bracelet with every purchase of Weatherbird shoes 
by International. To date, 3,000,000 bracelets are 
adorning the wrists of Lee-minded small fry. 


20,000 IN A HOTEL LoBBy. Pinky announces once that he’ll 
appear in person at a Cleveland hotel, and 20,000 children 
and adults try to jam into the lobby. Pinky gives two 
performances inside the hotel, and then, to satisfy the huge 
overflow, he does a show from the roof of a Euclid Avenue bus. 


5,000,000 DAILY AUDIENCE. An average of 3,500,000 children 
and 1,500,000 adults watches Pinky Lee every weekday, 
Monday through Friday, 5-5:30 p.m. EST. The Pinky Lee Show 
is the second highest rated daytime program on the 

NBC-TV network. 


Ponder Pinky for selling products specifically for children— 
or products whose purchase children influence (which 
covers about everything but cyclotrons). With participations 
or 15-minute segments, you get a dynamic personality- 
salesman, high year-round ratings, a vast late-afternoon 
audience of children and mothers, easy-to-earn 

discounts on low basic costs, maximum flexibility of 
scheduling and station-lineup. 


Pinky Lee’s the hot pistol that makes a habit of 
triggering phenomenal audience and sales response. 
Call your NBC representative for the details. 
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Golf (Continued from page 69) 


gone on from the proper grip to the 
use of various irons and woods. This 
originates live from WTRI. 

The second segment is filmed and 
shows the same pro “on location” at 
his home course, demonstrating the 
lesson. This section was instituted for 
three reasons: to hold the attention of 
advanced as well as beginning golfers 
by showing a golf pro in action; to 
make the lessons practical with actual 
on-course demonstrations, and to in- 
crease the audience count by publi- 
cizing a different golf club each week. 


Golf News Covered 


The format doesn’t, however, neg- 
lect “specials.” For example, a round- 
up of outstanding golf news, both lo- 
cal and national, gives the game 
coverage it often fails to receive from 
general sports shows. Further, the out- 
standing local golfer, chosen by a 
P. G. A. panel, is announced on the 
air each week. The winner appears 
the following week to collect his award 
(a dozen golf balls, a year’s subscrip- 
tion to Golf World and a certificate of 








for your 


Compatible 
Colorcasts 


Travelogs, documentaries, sports subjects, 
homemaking films...the pick of public 
service films free except for return postage! 


Be the First in your area to program color 
films regularly! 


FREE! Color film brochure 
Write: TELE-DIVISION 


ASSOCIATION FILMS 





“‘hmerica’s First Public Service Distributor” 


347 Madison Avenue, N. Y.17,N.Y. 





merit) and to tell how he did it. 


And the program is a magnet to 
guest golfing celebrities. Big time pros 
—like national women’s champion 
Patty Berg and Bob Toski, this year’s 
Tam O’Shanter winner — have ap- 
peared. When the recent Governors’ 
Conference was held at Bolton Land- 
ing, N. Y., the station shot film of 
several governors playing golf. (To 
shoot such action scenes, Davis puts a 
camera on a jeep’s hood, drives around 
the course.) Gov. Dan Thornton of 
Colorado was made “Honorary Golfer 
of the Week” for that broadcast; he 


turned in a one-over-par 73. 


The golf program took new WTRI 
(on the air only since February) a 
short six weeks to land a sponsor, 
Troy Buick Co. The tie-in was also “a 
natural”: Most golfers drive to their 
courses. And filmed commercials 
(limited to used-car sales by the dis- 
franchise) are integrated 
right into the “on location” segment 
with sports director Davis, who also 
emcee’s the program, shown driving 
up to the spotlighted course in a dif- 
ferent car each week. In the studio, 
he delivers the spiel live, of course. 


tributor’s 


The sponsor, who bought the show 
“to keep our name continuously be- 
fore the public,” is delighted with re- 
sults. His Albert J. 
Morris, president of Troy Buick, are 


reasons, says 
that car-purchases are not impulse 
sales. They are built on an agency’s 
dependability, and Tee-Off is doing “a 
fine job” on that score. Further, with 
many municipal courses in the area, 
the dealer feels he’s tapping an audi- 
ence that will more probably be able 
to afford a used than a new Buick. And 
finally, although no count has been 
kept, “a large number of people who 
come into the showroom can be traced 
directly to the show.” 


Mr. Morris’ agency (Al Kellert, Al- 
bany) agrees, considers the program 
the 


with a “minimum waste circulation.” 


“perfect merchandising outlet” 
The golf pros, according to their presi- 
dent, Dick Stenard, feel the show has 
done “a world of good for the game of 
golf and, of course, the local pro in 
particular.” And Richard B. Wheeler, 
general manager of the uhf station. 
explains with pleasure, “We've dis- 
covered that many people converted 
just to see the program.” 





WE'VE BEEN 
SIGNING UP 
A SPONSOR 
A DAY...AND 
THEY’RE 
STILL 
COMING! 


When PASSPORT TO DANGER hit the 
market, it was snapped up in 30 cities 
within 28 days...by such big-time 
advertisers as Blatz Beer and Welch Grape 
Juice. What’s more, it’s the first syndi- 
cated series ever sold on the full CBC 
network. This show must really have 
something ...and it does! No other show 
you can buy boasts the box-office magic 
of a star like Romero. He'll do your 
commercials, too... all at a price that 
fits easily into a modest budget. Orders 
keep coming in to the offices below... 
what about yours? 


CESAR ROMERO, starring in... 





ABC FILM 
SYNDICATION, INC. 
7 West 66th St., N. Y. 


CHICAGO - ATLANTA - HOLLYWOOD - DALLAS 


January 1955, Television Age 









WBZ-TV wins top TV awar 
presented by Radio-TV 

News Directors’ Association 
in 1954! 













‘. . . for the outstanding special event or news feature televised in 1954 .. .” 
80-minute documentary hurricane film, The Stories of Carol and Edna. 
The people of New England evidently share the feeling of the Awards Committee. 
Our news shows have long been among the most talked about television features in 
his area. WBZ-TV devotes 14% of its air time to news programming! 
Local news attracts viewers . . . news about the home town, the neighboring 
own, the nearby state. That’s why 27 correspondents cover Massachusetts, New 
ampshire, Vermont, Maine and Rhode Island for WBZ-TV. That’s why we run 
as many as 248 local news film clips in just one month . . . presented by well known CATES S|" i : V) 
ew England newscasters such as Jack Chase (New England Today and News at 
Noon), Victor Best (Your Esso Reporter), Arch Macdonald (Shawmut Nightly 
Newsteller) and John Day (11th Hour News). CHANNEL 4 e BOSTON 
The big news on YOUR channel is what this alert WBZ-TV programming can 
Ho for you with New England’s biggest audience. In the Boston area alone, there 
are more than 1,000,000 sets. (Within our entire coverage area, 1,239,424 sets.) 
There are still a few availabilities on New England Today and News at Noon as 
vell as on week-end programs. Call Herb Masse, WBZ-TV Sales Manager, at 
ALgonquin 4-5670, Boston, or Eldon Campbell, WBC National Sales Manager 
at PLaza 1-2700, New York. 




















WESTINGHOUSE BROADCASTING COMPANY, In¢ 
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WEC National Representatives—FREE & PEeTers, INc.; KPIX Represented by THE Katz AGENCY, ! 
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The Run Is in the Sales 


Manchester Hosiery Mills, Manchester, N. H., had a particular—and 
peculiar—sales problem. Although its brands were national, its distribu- 
tion was strongest in separated areas throughout the country. A survey 
indicated that not all those regional strongholds had sales volumes ca- 
pable of supporting a major, national ad- 
vertising campaign. Furthermore, the 
bucget was limited. In short, Manchester 
Mills faced the transitional problem of 
becoming truly national. 

To solve the problem, Manchester’s ad 
manager, Ted Kaufmann, decided he need- 
ed a regional medium that would give a 
national effect. He wanted to pinpoint the 
impact so it would be big at local levels, 
but he wanted a technique which, unlike 


cooperative advertising, could be con- 
trolled from the home office. 

The answer to the merchandising prob- 
lem, says Ted Kaufmann today, was 
“show and tell—television.” Currently, the hosiery concern backs nine 
different shows. But they have significant points in common: They are 


Ted Kaufmann 


all “live’—for greater sales impact. They are all women’s shows—to 
take advantage of the amazing loyalty shown women’s emcees. (Interest- 
ingly, one or two of the shows is conducted by a male.) They are all 
local—for the strong regional impact—but, since they are all television, 
they seem “national” in concept and prestige. They are all daytime—to 
fit a limited budget. Although daytime shows are said to deliver only a 
minimum audience, says Mr. Kaufmann, “for us, housewives are the 
cream kind of audience.” 

The successful Manchester formula was not developed by accident. 
The hosiery mills first surveyed salesmen, their accounts and markets 
before deciding to “test” television in the Ohio area. Through its agency, 
Bahn Advertising, Boston, Manchester signed last fall for three Crosley 
stations, WLW-T Cincinnati, wLw-p Dayton and wiw-c Columbus. Results 
were so gratifying that by spring the sponsor had taken “a large dive” 
by adding another six markets: waBp-Du Mont New York, wen-tv Chi- 
cago, WJBK Detroit, wNBK Cleveland, wLw-a Atlanta and wees Schenec- 
tady. The total: 20 segments every week. 

The general target was to build brand identification (“Ironwear wears 
like iron”) because of its importance in department store buying. (“If 
one brand doesn’t move, they substitute another,” says market-wise Mr. 
Kaufmann.) The results: “There has not been a month this year we 
haven’t doubled last year’s volume—and that goes for all brands.” The 
ad manager gives television “a great part” of the credit. 

But Manchester Mills is also clever in following its tv programs with 
skillful merchandising tie-ins. When the popular Claire Mann Show 
(wasp New York) returned from summer vacation, Miss Mann (who 
spent her time in Mexico) sent post cards to the right people explaining 
the time she’d be back on the air—plus the fact that her Ironwear Insured 
Nylons were “still without runs after 43 days.” 

The combination of television and merchandising has been a winner 
for Manchester Hosiery Mills. So much so, that present plans call for 
investing 70 per cent of all advertising funds in “see and sell.” And any 
department store buyer will testify that Ironwear is now a leading 
national brand. 














THE PEOPLE 
YOU'RE 
AFTER 

ARE 
PRE-SOLD 
ON THIS 
SALESMAN 


Cesar Romero, star of the new TV hit, 
PASSPORT TO DANGER, is definitely a 
“hot” property. Every moviegoer knows 
him, and he is starring in three new 
pictures about to be released, so you can 
see he needs no build-up to your cus- 
tomers. No wonder local and regional 
sponsors have snapped up this show! 
With Romero, you know you'll get an 
audience. Plus attention for your selling 
message ... because he’ll also do your 
commercials and go all-out for your 
product. The orders keep coming in, and 
someone else may gobble up your 
market. Contact us today, at one of the 
offices listed below. 


CESAR ROMERO, starring in. 





ABC FILM 


SYNDICATION, INC. 
7 West 66th St., N. Y. 


CHICAGO - ATLANTA + HOLLYWOOD + DALLAS 


- 
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**Nielsen Television Index January—October 1954 





CBS 


TELEVISION 
NETWORK 





Network 
identification 


In 1954 Television again demonstrated that it was the most 
effective sales force in America by reaching larger 


audiences than any other medium of mass communications. 


During 1954 the number of U.S. television homes increased 
from 28,000,000 to 32,500,000. 
In 1954 the network identified by this symbol 


-won the highest average ratings’ of any broadcasting 
network-11% higher at night, 85% higher during the day 





-broadcast the most popular® programs in television- 


an average of 6 of the top 10 at night, all of the top 10 


during the day 
-grew from 157 to 202 stations, while the number of 


stations carrying the average nighttime commercial 


program increased by 44% 


-reached its audiences at the lowest cost per thousand” in 


network television 


-earned the largest investment ever committed to a single 


advertising medium. 





BIG-TIME 
BREWERS 
SNAPPED UP 
THIS SHOW 
FAST... 
WHY ? 


Powerful format—swiftly paced adven- 
tures of a daring diplomatic courier in 
the hot spots of the world. 

Great star appeal—CESAR ROMERO 
delivers a ready-made audience of 
millions, even before the first telecast. 
Terrific promotion “‘plus’’—big 
opportunity to build an entire promotion 
around a big-name, big-time, big 
box-office attraction. Romero's avail- 
able for commercials, too. 

Such brewers as Blatz, Griesedieck and 
Pearl, just to name a few, have already 
hitched their sales story to Romero and 
“Passport to Danger.’’ How about you? 


CESAR ROMERO, starring in... 


PASSPORT 
TO 
DANGER 


ABC FILM 
SYNDICATION, INC. 
7 West 66th St., N. Y. 


CHICAGO - ATLANTA - HOLLYWOOD - DALLAS 
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Tv Powers Gasoline Sales 


From nowhere to an annual volume of $30 million: That is the jet- 
propelled record of Speedway Petroleum Corp., Detroit firm and one 
of the largest unaffiliated gasoline companies in the country. The sales 
power for that remarkable drive has largely come from television. Since 
the medium was first used by Speedway in 1949, the number of outlets 

handling the company’s product 
has more than doubled. Today, 
through its agency, W. B. Doner 
& Co., Speedway puts one-third of 
its $1 million-a-year advertising 
budget into tv. 


Five years ago, the Detroit dis- 
tributor made its initial plunge 
into television, with spots over the 
three local stations, WWJ-TV, 
WXYz-TV and WJBK-TV plus a 
half-hour dramatic show and a one-hour Sunday movie. Speedway’s main 


Harry and Bill Sucher 


tv effort now is in baseball, co-sponsoring the Detroit Tiger games over 
WJBK-TV, WKZO Kalamazoo, WJIM Lansing, WNEM-TV Saginaw-Bay City 
and wwtv Cadillac. (Goebel Brewing Co. is the alternate sponsor.) In 
addition, the company runs throughout the year the largest spot schedule 
of any Detroit advertiser—a total of 25 to 30 announcements over the 
three local stations. 


Speedway Petroleum’s origin was actually an accident. Back in the 
early 30’s Harry and Bill Sucher were coal dealers. They figured their 
150 trucks using 6,000 gallons of gas or more a week, were entitled to a 
fleet discount. Retailers turned thumbs down, so the Suchers bought a 
storage tank and two pumps, began supplying themselves with gasoline 
bought from a small Pennsylvania refinery. 


There was a residue from the tank car shipments, so the brothers hired 
an attendant to get rid of it to passing motorists at reduced prices. Much 
to their surprise, demand for Tiger gas, as they called it, began to mount. 
So the Suchers installed fuel tanks in their six other coal terminals and 
the new business was on its way. 


In 1937, the young enterprise began really to move into gasoline mar- 
keting. The product name was changed to Speedway 70 (matching the 
octane number) and retail locations were acquired. Now, the firm has 
600 outlets, pumps more gas than any company in Detroit. The fuel is 
currently marketed as Speedway 79, even though the octane rating is 
reported to be 93. 


Recently, Speedway further demonstrated its faith in tv by staging a 
sales convention over an open, rather than the usual closed, circuit. Some 
6,000 employees, together with competitors and the general public, sat in 
on an hour of technical information and marketing plans interlarded with 
entertainment. The bill came to about $20,000. 


Sums up James Ford, sales manager: “Results from television have 
always been good and, on occasion, spectacular. We have often put over 
new copy themes in as little as two weeks by saturation use of chain 


breaks and w’s.” 
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ww TV film, Histor! 


Effective immediately, all United Television Programs, Inc. 
personnel and film properties become a part of the MCA-TV 
Syndicated Film Division. This makes available for TV sponsor- 
ship throughout the world the largest, most complete selection 
of quality TV film programs anywhere. Now the MCA-TV staff 
consists of 68 salesmen who offer you 22 separate filmed TV 








programs for local or regional sponsorship. 


THOMAS MITCHELL 


MAYOR 


‘us ROYAL CANADIANS 


Thomas Mitchell stars in 
39 exciting topical dra- 
mas. Consistently a top 
rated radio and TV show 
for many years. Already 
sold in over 60 markets. 


39 sparkling half-hour 
films, featuring America’s 
No. 1 musical favorite and 
a famous female guest star 


- vocalist each week. 


Sell your product through 
sponsorship of this out- 
standing family situation 
adventure series with a 
salty tang, starring Preston 
Foster. 65 films available, 


= psa HEART 


CAMERON JONES 
OF THE 


CITY SPACE ad 
DETECTIVE © RANGER _ 


65 half-hour mystery and 
adventure films, starring 
Rod Cameron. In its third 
year of successful selling 
for sponsors. 


KEN MURRAY 


39 films that hold adult . 


and juvenile audiences 
spellbound. Backed by a 
merchandising campaign 
guaranteed to give your 
product top recognition. 


GEORGE RAFT 


(Also known as “City As- 
signment."’) Pat McVey and 
Jane Nye, as a crusading 
team of newspaper re- 
porters, bring you drama 
and suspense...91 films. 


TELESPORTS 
Z-WIGEST 


Great heroes, war person- 
alities, famous events, dar- 
ing exploits, presented in 
documentary style with 
Ken Murray as your host. 
26 films available. 


George Raft plays the role 
of a metropolitan police 
officer in 26 hard-hitting 
films of drama and mys- 
tery. A top rating-getter 
in leading markets. 


a crisp A highlights 
of the previous week's top 
sports events, airexpressed 
to you every Monday. 


TOUCHDOWN 


13 half-hour films cover- 
ing top college games of 
each week. Available only 
during football season. 








only MCA-TV has so many 
proven top-rated TV film shows: 
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CONTACT YOUR NEAREST 
MCA-TV OFFICE FOR 
AUDITION PRINTS TODAY! 


CHICAGO: 430 North Michigan 
Ave., DElaware 7-1100 


CLEVELAND: 1172 Union Com- 
merce Bidg., CHerry 1-6010 


SAN FRANCISCO: 105 Mont- 
gomery St., EXbrook 2-8922 


SEATTLE: 203 White Building, 
Mutual 4567 


NEW YORK: 598 Madison Ave., He ==: ROANOKE: 116A West Kirk Ave. SALT LAKE CONS 
Plaza 9-7500 tn ROanoke 3-4344 7 Bidg., 3-4637 
¥. YY ~*- : " 
BEVERLY HILLS: 9370 Santa Me: NEW ORLEANS: 42 Allard Bivd., ge MINNEAPOULE: Ho teens 
Monica Bivd., CRestview . 4 GAlvez 4410 reat — o Caco 766 
a ne aaa Sey 9s CINCINNATI: 3790 Gardner Ave, = gti prs on 
ATLANTA: 515 Glenn Bidg., a % SYcamore 9149 - eg ; 
Lamar 6750 po 3% DALLAS: 2102 Ne. Akard St 39 PHILADELPHIA: Bellevue-Strat- 
ae ; 0. AKGre 3t., f° ford Hotel, Broad & Walnut 
epee es —" St., ae PRospect 7536 — Sts., PEnnypacker 5-9462 
e ° A a," 
tied we DETROIT: 837 Book Tower, ote ST. LOUIS: 1700 Liggett Drive, 
es WOodward 2-2604 mt re WOodland 2-3683 
MCA-TV CANADA: oe soe 
111 Richmond St., West, me MCA-TV FRANCE: ets MCA-TV ENGLAND: 
Suite 1209, EMpire 3-5025 B: A e 49 bis Ave., Hoche, f° +3 139 Piccadily 
Toronto, Ontario 2% Paris a London West 1 
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a show for every product, 
every market, every budget! 


im Now, whether you 

. want comedy, drama 
%® or mystery, you're 

ied sure to find the 
nae perfect show to fit 

a your needs among 
MCA-TV’s 22 top-rated 
film shows. 
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78 dramas to build pres- “ ‘ CM -lalaeleMelcelulehMicelaeiile 78 neatly produced 15 
tige for your commercial eon. iiiel Ma colileltr Minlolibacdelele| minute dramas, each with 
message. Sponsored as ok personalities as Lew Ayres, a surprise twist ending. 
Fireside Theatre by Proc- a Joan Bennett, Miriam Hop- : Available first run in over 
ter & Gamble. One of the Ps. 73: kins. Available under your . 100 markets. 
highest rated film shows. ie own title. —_ 
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FAMOUS 


PLAYHOUSE 


Over 200 films in this high- 
rated anthology of com- 
edy, mystery, adventure 
and drama, featuring fa- 
mous Hollywood stars, 


AND 


NSICOSTELLO 


America’s funniest comedy 
team stars in 52 hilarious 
films, in the style that has 
kept them on top for 15 
laugh-filled years. 


a MELVYN 
) DOUGLAS 


OFF-BEAT 


Melvyn Douglas stars as 
a private sleuth in 13 ex- 
citing and unusual dramas 
mixing love and adven- 
ture. Supported by an all 
star Hollywood cast. 


CHARLES BICKFORD 


MAN 
BEHIND 


BADGE 


Charles Bickford hosts and 
narrates 39 half-hour thrill- 
ing, true-life dramas of 
law enforcement presented 
in documentary style. 


PAUL HARTMAN 


Ry ii REDE 


a OF THE 


FAMILY 


Inimitable Paul Hartman 
stars in this hilarious situ- 
ation comedy... 40 fun- 
filled films now available 
in many leading markets. 


ALAN HALE, JR. 
RANDY STUART 


BAKER _ 
HOLLYWOOD = U.S.A. 


4 


Alan Hale, Jr. and Randy 
Stuart star in 26 half-hour 
films of international mys- 
tery and intrigue. A sure- 
fire combination appeal- 
ing to all TV-viewers. 


LOUIS HAYWARD 


THE 
LONE 
WOLF 


Louis Hayward stars as the 
world’s most famous ad- 
venturer, fighting evil and 
intrigue throughout the 
world . . . an electrifying 
series of 39 films. 


JOHN RUSSELL 
CHICK CHANDLER 


Z — 


SOLDIERS 


FORTUNE 


26 exciting new adventure 
packed films. With an all 
star Hollywood cast. Al- 
ready sold in 100 markets 
to 7-Up Bottling. 


RALPH BELLAMY 


FOLLOW 


Ralph Bellamy stars in 82 
exciting films made ex- 
pressly for TV . . . realistic, 
action-packed adventures 
that every member of the 
family will enjoy. 
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FILM CREATIONS, INC. 


In Production: Seeman Bros. Inc., White 
Rose Tea, Cecil & Presbrey; Canada Dry 
Ginger Ale, Inc., plates: Esquire Boot 
Polish Co., Emil op et Shwayder 
Brothers, Inc., Samsonite Luggage, Grey. 


GOLDSWAN PRODUCTIONS, INC. 
(Soundtracks only) 


In Production: National Biscuit Co., Pret- 
zels, various products, McCann-Erickson. 


HANKINSON STUDIO, INC. 


Gosepieted : pp Sewing Machine Co., 
Y. ; General oods Corp., Post's Sugar 
Crisp, Maxwell House Coffee, B&B; Can- 
trell & Cochrane, Super Coola, Ted Bates; 
Radikol Corp., Radikol, Leonard Wolf As- 
soc.; Quaker State Oil Refining Corp., Oil, 
K&E. In Production: Brewing Corp. of 
America, Carlings Red Cap Ale B&B: Na- 
tional Paper Corp., Swanee Tissue Hilton 
& Riggio. 


KLING FILM PRODUCTIONS 


Completed: Reelfoot Hams, Noble-Dury; 
Steinberg Stores, Grant; Standard Oil of 
Ill., D'Arcy; Gold Bond Stamps, Premiums, 
Fischbein Adv. Chevrolet Division, 
Campbell-Ewald; Frigidaire Refrigerators. 
Foote. Con & Belding; Electric Cooking 
Co., Stoves, Kesley TV. 

In Production: Gibson Refrigerators, Henri, 
Hurst & MacDonald; Kellogg Co., Leo Bur- 
nett; Homko Mowers, A. Martin Rothbardat; 
olers Jewelers, Schwimmer & Scott: 
Bardahl Oil Co., Oil Additive, sold directly; 
Reed's Candy, ‘Kencliffe & Breslich, Gold- 
man's Jewelry, Allmayer, Fox & Rushkin: 
W. E. Long Co., Bread, sold directly. 
Completed : Lever Bros. Co., Pepsodent, 
McCann-Erickson; General ‘Mills, Inc., 
Sperry Pancake Mix, Dancer-Fitzgerald- 
Sample; Procter & Gamble Co., Dash, 
Compton; Whitehall Pharmacal Co., Anacin, 
Biow; Dairymen’s League Coo —s 
Assoc., Inc., Milk, Ketchum, Mac & 
Grove: Westinghouse Electric a Food 
Mixer and Coffee Maker, McCann-Erickson. 


LEWIS AND MARTIN FILMS, INC. 


Completed: Reddi-Wip, Inc., R.&R.; Michi- 
gan Bell Telephone Co., Ayer: Zenith Radio 
Corp. Tv and Radio sets, Y&R; Gettelman 
Brewing Co., McCann-Erickson; The Halli- 
crafters Co. Tv sets, Walker B. Sheriff; 
Kraft Foods Co. Kraft Oil, Needham, 
Louis & Brorby; Martin's Sheranova, 
Olian & Bronner; Sentinel Tv, Gourfain- 
Cobb; Florsheim Shoe Co., Gordon Best; 
Montgomery Ward Co., Carpets, sold 
directly; Hutchinson Chemical Co., Wax 
Roberts: Aladdin Cleaner, MacAvinche % 
Senne; Dr. Hostetter Tonic, Dietary supple- 
ment, Olian & Bronner; Fox DeLuxe Beer, 
’ .: Hudepohl Beer, Stockton-West- 
Burkhardt. 


In Production: Michigan Bell Telephone, 
Ayer; Stark & Wetzel Co., Meats, Baker, 
Johnson, Dickinson; B. & B. Enterprises, 
. TV Time Popcorn, Sherwin R. Rod- 
ae All-in-One, R.&R.; Reddi-Wip, Inc., 


LOUCKS & NORLING STUDIOS, INC. 


In Production: Goodyear Tire and Rubber 
Co., Inc., Y&R; Gillette Co., Maxon. 


SCREEN GEMS, INC. 


Completed (In Color): General Motors 
Corp., Kudner; The British-American Oil 
Co., Ltd., James Lovick; Blatz Brewing Co., 
Blatz Beer, Weintraub; American Tobacco 
Co., Lucky Strike. BBD&O; Radio Corpora- 
tion of America, RCA Victor, K&E. 

In Production (In Color): Eastman Kodak 
Co., J. Walter Thompson; Radio Corpora- 
tion of America, RCA Victor. K&E: Ameri- 
can Tobacco Co., Lucky Strike, BBD&O. 


TV SPOTS, INC. 


In Production: Bardahl Oil Co., Oil, Wallace 
Mackay Co.; Wisconsin Independent Oil 
Co., Wisco Gasoline, W. B. Doner; House- 
hold Finance Co., Needham, Louis & 
Brorby. 


VIDEO PICTURES, INC. 


Completed: American Tobacco Co., Pall 
Mall, S.S.C.&B.; Simoniz, 8.S.C.&B.; Spei- 

del Inc., Watch Bands, S.S.C.&B.; Griffin 
fg. Inc., Shoe Polish, Bermingham, 

Castleman & Pierce; Benrus Watch Co.. 
Cecil & Presbrey ; Sterling Drug Co., Molle, 
Thompson-Koch: Centour Caldwell Co.. 
ZBT Baby Powder, Carl S. Brown; Centour 

Caldwell Co. Ironized Yeast, Thompson- 

Koch; Boyle-Midway, Inc., Aero Wax, 

Aero Shave, Geyer. 

In Production: Fletchers Castoria, Carl S. 

Brown; Oldsmobile, D. P. Brother; Best 

Foods, Inc., Presto Cake Flour, 

S.S.C.&B., Griffin Mfg. Inc., 

S.8S.C.&B., Benrus Watch Co.. 

el American Tobacco Co., Pall Mall, 
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Film (Continued from page 33) 


that the large markets have—or will 
soon have—film transmitting facili- 
ties. The smaller markets won’t. Films, 
to make profit, have to be sold in both 
kinds of markets.” 

Fred Mahlstedt, director of opera- 
tions, CBS Television Sales, says of 
color-film production, “You don’t just 
pick up a camera and grind away. 
You have to find out how costumes, 
makeup, lights, scenery and the like 
should be handled so they'll look right 


tronically.” CBS Television, he notes, 
has been experimenting on_ these 
production components for the past 
two years. “When we do get to mak- 
ing color film, we will be guided both 
by our film experiments and our pres- 
ent, live programming in color.” 
Motion Pictures for Television, 
New York, has two color series, the 
half-hour Duffy’s Tavern and the 15- 
minute Junior Science. But MPTV’s 
Guy Cunningham you 
shoot in 35 mm. color, your 16 mm. 
black and white print—which is what 


warns, “If 





when their colors are relayed 


elec- 





PHOENIX 


IS BIG 


Among 
U. S$. METROPOLITAN MARKETS 
joenix ranks — 








23rd 


34th 
34th 
34th 


38th 
42nd 


in Building Material- 
Hardware Store Sales 


in Drug Store Sales 
in Filling Station Sales 


in Home Furnishing 
Store Sales 


in Supermarket Sales 


in Eating and Drinking 
Places Sales 





*SRD Consumer Markets ‘54 
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Metropolitan Market 


in Population and Retail Sales 


@ Population 423,400 
@ Retail Sales $515,290,000 


Phoenix’ sharp gains in population and 
retail sales make sense. The whole vital 
market is GROWING. New people are 
streaming in. . . finding jobs, buying homes 
and cars, establishing businesses. In fact, 
Phoenix is the hub of a network of pros- 
perous communities which make a defi- 
nite contribution to Phoenix’ retail sales. 
It’s a market worth dominating — and you 
can dominate it through the complete 
coverage of KPHO and KPHO-TV. They 
take your sales story right into the homes 
you most want to reach! 


d most effectively through... 


KPHO-TV = KPHO 


Channel 5 « CBS Basic 
First in Arizona since ‘49 





AFFILIATED WITH BETTER HOMES and GARDENS e REPRESENTED BY KATZ 


Dial 910 + ABC Basic 
Hi Fidelity Voice of Arizona 


most of the stations in the country 
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use—is four generations away from 
the original. You lose too much quali- 
ty for your b&w release prints, and the 
loss hurts.” Only a few of the major- 
market stations are equipped to use 
35 mm. color prints for b&w tele- 
casts, he explains, and not all of those 
yet want to use the color prints. 
Official Films’ Harold L. Hackett 
describes himself as 
color but negative about when it will 
happen.” 


most important factor in color’s ar- 


“positive about 
The economic reason is the 


rival, he suggests: when the price of 


color sets’ drops to the level the 
public-at-large can afford. 
But it’s George Shupert, president 


of ABC Film Syndication, 
the most detailed argument for the 
” school: Just a finished 
negative in color costs from 15 to 35 


who offers 
“cool-to-color 


per cent more than a b&w negative. 
Add to that the cost of processing 


film 


more than monochrome) 


color (which is several times 
, plus the ex- 
pense of making b&w negatives and 
prints. The end product automatically 


prices itself out of the present market. 
Three Tests Apply 


Besides the cost, there is another 
obstacle, Mr. Shupert explains. A col- 
or print must pass three tests: It must 
be good in color, it must retain value 
in transmission and reproduce as well 
in b&w as a b&w negative. 
Nevertheless, Mr. Shupert 
tinues, it takes only a matter of weeks 


to prepare a new series 


con- 


for color 
programming or to convert a success- 
ful b&w series to color. And when col- 
or becomes commercially practical, 
ABC Television and ABC Film Syndi- 
cation will carry and produce it. 
then, that the 
syndicators of television 
giving thought, serious thought, to 
color. Whereas they know and admit 
that color set circulation must be built 
up, that reproduction methods can be 
improved and that costs still require 
cutting, the film men are, nevertheless, 
working on their part of these prob- 
lems. Again, the leaders in film syndi- 
cation are proving to be the pioneers 


film 


have been 


It is obvious, 


—in color. And they are working on 
multichrome, not in the safety of the 
laboratory, but in the open ground of 
competition. As Mr. Sinn 
“Make no mistake about it. 
is not on its way—it’s 


observes, 
Color tv 
already here.” 





MICHIGAN’S SARAN WRAP 
GOES NATIONAL 








Good Michigan raw materials have been transformed by The 
Dow Chemical Company’s product research and marketing 
ability into a new “best seller” in grocery stores — fabulous 
Saran Wrap! Dow makes 600 other chemical products, em- 
ploys thousands of Michigan citizens, 






Saran Wrap preserves food flavor 
and freshness! 


First a “bubble'—then a film— 
then Saran Wrap! 


WOODland-TV is big territory! 





Dow’s rapid growth to a position of prom- 
inence in the chemical industry, has stim- 
ulated the growth of Western Michigan as a 
whole. Dow .. . and other nationally famous 
companies throughout WOODland-TV .. . 
have made this a big market, in every sense 
of the word. 


WOOD-TV’s constantly expanding facilities 
are the natural outcome of this sound area 


WOoD-TV 


GRAND RAPIDS, 


MICHIGAN 


development. First station in the country to 
deliver 316,000 watts from a tower 1000’ 
above average terrain, WOOD-TV gives you 
all the important communities like Midland, 
Muskegon, Battle Creek, Lansing and Kala- 
mazoo — plus the primary trading center of 
Grand Rapids. For top coverage of this rich 
Western Michigan market, schedule WOOD-TV, 
Grand Rapids’ only television station! 








GRANDWOOD BROADCASTING COMPANY ® NBC, BASIC; ABC, DUMONT, SUPPLEMENTARY @ ASSOCIATED WITH WFBM-AM AND 
TV. INDIANAPOLIS, IND. © WFDF, FLINT, MICH., WEOA, EVANSVILLE, IND. © WOOD-AM, WOOD-TV, REPRESENTED BY KATZ AGENCY 
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W.—Bristol Myers; Tu. Th.— 12:45 The Guiding (L) Co. Faith for 
Frigidaire. 10:45-11, M. & W.— Light (L) Colgate- Today, Inc. Quaker 
Minnesota Mining; Tu. & Th.— C-30 P&G Palmolive 
Kellogg. 11:00-15, M. & W.—Lever 1:00 Portia Faces 
Bros.; Tu. & Th.—Toni. 11:15-30, Life (L) Lone Ranger 
M.-Th.—Pillsbury. Gen. Foods (F 
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More reasons 
why WFBM-T'V is 


‘First in Indiana”’ 


AG 





WFBN-TV 


STATION B <= 


COVERAGE: 
Population, 1954 — 2,226,700 
Families, 1954 — 695,840 


Note: The population and number 

of families in WFBM-TV’s 0.1 mv 
(figures listed above) are greater 
than the combined state totals in 
New Hampshire, Idaho, Vermont and 
South Dakota. 


* Circles indicate contours as registered with the FCC, 


WFBM-TV 


INDIANAPOLIS 
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Represented Nationally by The Katz Agency 
Affiliated with WEOA, Evansville; WFDF, Flint; 
WOOD AM & TV, Grand Rapids 








Readers ask: 


Questions About Color Television Film Shooting 


A few months ago, Columbia Broad- 
casting System Television Engineering 
Department prepared a booklet which 
included suggestions and recommenda- 
tions which they felt might be helpful 
to those responsible for the production 
of color film for television. 


The authors, William B. Lodge and 
Howard A. Chinn, make 
recommendations in their report with 
regard to staging, lighting, cameras, 
film and sound recordings. “In a field 
developing as fast as color television,” 
they state in the preface, “it would be 
unwise to present these suggestions as 
final. Nevertheless, they are based on 
considerable experience in both the 
film and television fields and, though 
further experience will doubtless pro- 
duce some changes, they should be 
satisfactory interim guides to the film- 
ing methods of the color medium.” 


tentative 


The paper was published in the 
December 1954 journal of SMPTE. In 
order to answer the queries TELEVI- 
SION AGE has received from its read- 
ers relating to staging practices when 
filming in color, we reprint that sec- 
tion of the handbook entitled, Staging. 

The idiosyncrasies of current color 
television equipment require that 
certain precautions be observed in 
staging practices when making color 
motion pictures. Further, staging 
practices must be designed from the 
viewpoint of satisfactory reproduction 
on both color and monochrome re- 
ceivers. The following staging recom- 
mendations were formulated with 
these considerations in mind: 


Matching Make-up 


1. Flesh tones of a_ performer's 
shoulders, arms and back should 
match facial make-up. Normal varia- 
tions from performer to performer 
are permissible. 


Color Values 


2. Costumes and backgrounds of 
the same hue or luminance (brightness 
of any subject seen by the camera) as 
flesh tones will result in loss of per- 
spective, particularly on monochrome 


receivers, and the performers will not 
stand out from the rest of the picture. 


Successive Shots 


3. In shooting successive scenes at 
different angles and, more particular- 
ly, at different times, great care must 
be taken to see that the colors of cos- 
tumes, background and make-up are 
identical to those photographed in 
earlier takes. The chances of having 
glaring inconsistencies between takes 
1s much greater when color is used. 


Reflected Light 


4. Backgrounds low in color satura- 
tion, matte surfaced and of medium 
luminance will help avoid reflection of 
colored light onto other parts of the 
scene being photographed with con- 
sequent color contamination. In addi- 
tion, it provides better contrast be- 
tween foreground and background ob- 
jects as seen on both color and mono- 
chrome receivers. 


Maintaining Depth 


5. Background-to-subject reflectance 
ratios lower than 1 to 1% will destroy 
all illusion of depth, particularly for 
monochrome viewers. 


Tight Close-ups 


6. Close-ups should be emphasized 
and tightened about 15 per cent as 
compared 
chrome television in order to obtain 
equivalent fine detail. Even in shoot- 
ing film for black and white television 
some producers have failed to keep 
their shots tight enough. In color the 
need for following this practice is even 


to practices for mono- 


more important because of the some- 
what lower resolution capabilities of 
the color television system. 


Special Effects 


7. Long shots, busy backgrounds, 
small detail, suffer even more in the 
color television system than they do 
in black and white. It is recommended 
that they be used sparingly and pri- 
marily to establish locales for special 
effects. 

















Chart (Continued from page 84) 


p.m.): M., W. & F.—General Mills; 
Tu. & Th.—Toni. 


‘“*Robert Q. Lewis’’ (M.-F., 2-2:30 
p.m.): 2-2:15 p.m. Tu.—Alka- 
Seltzer; Wed.—Best Foods; Th.— 


S. C. Johnson. 2:15-30 p.m., Tu 
Helene Curtis; Wed.—Gen. Mills; 
Th.—Swanson; Fri.—Gen. Mills 

‘*Linkletter’s House Party’’ (2:30- 
3 p.m.); 2:30-45—M., W. & F., 
Lever Bros.; Tu. & Th., Kellogg. 
2:45-3-—M.-Th., Pillsbury ; Fri., 
Dole Pineapple. 

‘“*Bob Crosby Show’’ (M.-F., 3:30- 
4 p.m.): 3:30-45—tu., Toni; Wed., 
Simoniz; Fri., Englander & 8S. O 
S., alt. wks. 3:45-4—M., W. & F 
—General Mills; Th., Am. Dairy 

“The Best of Broadway’’ (W., 


10-11 p.m., every fourth week) 
Westinghouse. 

“‘Person to Person’’ (Fri., 10-30- 
11 p.m.): American Oil (East 
Coast); Hamm’s Brewing (Mid- 
west); Noxzema Chemical Co. (alt 
wks. ). 


NBC—‘‘Three Steps To Heaven’’ 
(M.-F., 10:45-11 a.m.): Miles Labs 
and Procter & Gamble. 

“Howdy Doody’’ (M.-F., 5:30-6 
Pp.m.): M., 5:30-6 -— Standard 
Brands. Tu., 5:30-45—Kellogg. Tu., 


5:45-6 — Colgate-Palmolive. Wed., 
5:30-6—Continental Baking Th., 
5:30-45—Kellogg. Ta., 5-45-6— 


Campbell Soup. Fri., 5:30-45—sus- 
taining. Alt. Fr., 5:45-6—Interna- 
tional Shoe Co. & Welch Grape 
Juice Co. 

Schedule of ‘‘Spectaculars’’, under 
participating sponsorship, is as fol- 


lows: Every fourth Mon., 8-9:30 
p.m.—Fred Coe with guest producer 
and/or director (Jan. 10); every 
fourth Sat., 9-10:30 p.m.—Max 
Liebman (Jan. 15); every fourth 
Sun., 7:30-9 p.m.—Max Liebman 
(Jan. 2&30) All ‘‘Spectaculars’’ 


will be telecast in color. 








Greenville, 
channel 


Serving prosperous eastern N. C. 
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Join the Cha 


it may be the advertiser’s 
The Sth Network. swer to his TV problem 


I. still a seller’s market in buying national 
television time. Newspapers can add pages...mag- 
azines can add sections, but as long as an hour has 
60 minutes and a week seven days, television will 


remain a seller’s market. 


me J) Figure it yourself. Choice time is 
AY; 4) 8:00-10:30 P.M. That’s 5 one-half 
“\ -\ hours a day. Allow for the full-hour 





shows and the multi-product adver- 
tisers with several time segments, and you can see 
why existing networks are limited to around 60 or 


70 sponsors forming the “Charmed Circle.” 


Perhaps we’ve been lucky because right now four 
Screen Gems produced film shows are racking up 
enviable ratings on networks. We value our large 
national accounts, but know many advertisers can- 

\ not get network time, or feel that the rigidness of 


network control is not in their best interest. 


Fortunately for them—and they may be national 





or regional in scope—the networks do not have a 
monopoly on creative imagination. Fine programs 
are being turned out in our studios in Hollywood 
and New York, as well as by others. 


Advertisers need not be dependent on one net- 
work, one time slot. Good spot time is scarce but 
it is not unobtainable, and a really “hot’”’ show has 


a faculty for clearing markets. 


Each advertiser can create a new 
kind of network—The 5th Network 


&§ —his own. Born out of the creative 











ability of producers of film enter- 
tainment, and the administrative experience of 
advertising agencies, advertisers can tailor-make 
their own “network,” choosing their own markets 
and time spots, and retaining the freedom to move 
their shows for even better availabilities. Further, 
they have a wider choice of programs and a greater 
degree of control over format, talent, and material. 
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By this method, national advertisers can get cov- 
erage in every television market at less cost than 
by buying those same markets on a network. Where 
the advertiser prefers to limit his coverage, and 
the show can be sold to others in non-competitive 
reas, the package producer can substantially re- 
uce the cost to the original sponsor. When a por- 
ion of these savings is allocated for promotion and 

erchandising, you can get top audiences at lowest 
ost-per-thousand. 


a Though your program may vary as 
to time or days, strong promotion as 
5 } used by the film industry...in news- 
"papers, advertising, publicity, and 


erchandising tie-ins...can more than offset the 





rmed Circle 


We sincerely believe that The 5th Network—your 
own show, in your own time spots, on stations of 
your selection—is the only way you can join the 
Charmed Circle and attain a satisfactory rating. 


We’ve done it for The Ethyl Corpo- 











ration through B.B.D.&0O. And we’re 























preparing a top-flight, top-budgeted 





S 
: { (\] Hollywood series now for the Falstaff 
Brewing Company through Dancer-Fitzgerald- 
Sample, Inc. at a fraction of its production cost. 
Others, too, are seriously considering this fresh 


approach to national advertising. 


If you would like to know more about The 5th 
Network and how it can work for you, why not get 
in touch with us now. We will be happy to sit down 


hdmitted value of a uniform time period nationally. (s and discuss in detail a plan to fit your specific needs. 





TELEVISION SUBSIDIARY OF COLUMBIA PICTURES CORPORATION, 233 WEST 49th STREET, NEW YORK 19, N.Y. +» CIRCLE 5-5044 


The only company providing advertisers with H ollywood and New York custom 
produced national shows, syrdicated programming, and commercials—all on film. 








Advertisers (Cont'd from page 31) 


October, when it signed for Halls of 
Ivy on CBS Television. (Previously, 
the company used tv only for local 
dealer spots.) Whereas W. O. Max- 
well, assistant manager of consumer 
relations, candidly admits his com- 
pany will not consider color tv on the 
same level as color in magazines “for 
several years, as we see it now,” 
nevertheless, International Harvester 
is proud of its 80-per-cent United 
States saturation, newly acquired 
through b&w television. 

While others have not yet finalized 
tv plans, they are now beginning to 
get interested, to wonder and ponder, 
to ask, to nibble and ultimately to use 
the medium. At least three companies 


HAIGH =5 PEED 





WORLD’S LARGEST STOCK 


Coated Hi-resolution Lenses for F/0.8 2” Cooke 
every TV need . . . Wide-Angle, = for 16 MM 
Normal, Telephate 14" to “TV Eye” 

20” COOKE, Zeiss, 


Ektar, * carl “Meyer, B & L, 
Wollensak, Ross, Astro, ete. Featuring all Accessories 
Baffle Rings, Counterbalances, Fittings, Foc. Mounts 
fit RCA, DuMont, G.E. Image Orth. Special Mounts for 
G P I and others. Expert Fitting Service. 
15-day FREE TRIAL 
Unconditional GUARANTEE 


Write for Free TV LENS BULLE- 
TIN #754 TV Serving TV since 
1936 


BURKE & JAMES, INC. 
321 South Wabash Ave., 
Chicago 4, Ill., U.S.A. 








WNCT PRIMARY CBS AFF 


‘eT 7-1-1:h411- ae» Pee OP 
100,000 watts full time 
A. Hartwell Campbell, Gen. Mgr 


John E. Pearson Co., Inc., Nat'l Rep 
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have admitted—off the record—that 
they are in the middle of new televi- 
sion buys. 

But what the California Packing 
Corp. “may do about television in 
1955 is just now an open question,” 
says Advertising Manager Harold H. 
Yost. His organization co-sponsored 
the All Star Review for a time in 1952 
and has used video locally in a few 
markets. While the industry expects 
color to become an important impetus 
in food commercials, Mr. Yost notes 
that cost, too, will be one of the “many 


factors” his company must consider. 


American Telephone & Telegraph 
has not yet used tv on a 
basis,” although five or six of its sub- 


“system-wide 


sidiaries (most of whom are regional) 
have had regular programs. According 
to Will Whitmore, head of tv-am ad- 
vertising for the parent corporation, 
“probably without exception,” all as- 
sociated companies have made “fairly 
widespread use of spots” to promote 
long distance, classified directories 


and, now, extension phones. 


Television Eventually a “Must” 


Pointing out that AT&T made a 
relatively late entry into radio (with 
its Telephone Hour debut in 1940), 
Mr. Whitmore said the time is “not 
yet ripe” for all AT&T subsidiaries to 
enter tv, but “when all companies 
agree,” they will undoubtedly buy net- 
work tv and use it, like radio, on a 
pro-rata basis. “There is nothing in 
the immediate future,” he emphasized, 
adding, “Television is a tremendous 
medium, and any company with a na- 
tionwide market must—sooner or later 
—use it.” 

The Monsanto Chemical Co., St. 
Louis, manufacturer of plastics and 
chemicals, is “just arriving on the 
consumer level and has not settled on 
media.” Last spring, Monsanto bought 
participations in Today on NBC-TV 
and The Morning Show on CBS Tele- 
vision, plus “some shorts.” Neverthe- 
less, the company is “not ready for big 
television—color or black and white.” 
But its experience to date will un- 
doubtedly help it use television wisely, 
once Monsanto is ready to go all out. 

A host of other advertisers admire 
and approve color television, but 
frankly have no intention of using it 
for some time. The answer that many 
give is simply that their advertising 


budgets will not embrace color any 
more than b&w television. 

“Price will be as important as ac- 
ceptance,” says Louis C. Stengel, vice 
president in charge of sales and ad- 
vertising for The Manhattan Shirt Co. 
which, to date, has used spots on “in- 
frequent” occasions. “This is a style 
Mr. Stengel explains. “Tele- 
vision would be perfect in color, but 
what menswear business can afford to 


business,” 


do a good job in b&w, much less color 
tv?” 

The high cost of any major accept- 
able show has been the major reason 
for not using television, says J. W. 
Gimbel, advertising manager, Youngs- 
town Kitchens (Mullins Mfg. Corp.), 
Warren, Ohio. His company so far has 
used national spots only four times 
and has not yet considered color as “a 
concrete factor.” 


“Too expensive for us,” reports J. 
S. Doughty, ad manager of The Con- 
tainer Corp, of America. His company 
has tested tv with 39 participations in 
two different programs. 


“Color acceptance is here. Cost is 
the factor,” says the Hawaiian Visitors 
Bureau, a steady user of color in mag- 
azines. With “budget” as its problem, 
the Bureau has been represented on 
television only by films which have 
been shown free. 

Television is “far too expensive on 
a national basis, the only way we 
could operate,” is the statement of 
Frank S. Pulver, director of sales pro- 
motion for Penn Mutual Life Insur- 
ance, Philadelphia. 

American Airlines seconds the mo- 


tion with a simple, “Too expensive.” 


Results High Too 


The network answer to cost is that, 
provided an advertiser has a minimum 
budget, he can find no broader medi- 
um than television—in terms of sight, 
sound, demonstration, audience and, 
now, color. If costs sometimes seem 
high, so do results. 

Other advertisers produce only in- 
dustrial products, plug them heavily— 
and colorfully—in business publica- 
tions, but feel television has too broad 
a grasp for their purposes. 

“Not adaptable to our products and 
services up to this point,” remarks a 
spokesman for International Business 
Machines. Continental Can and Re- 
public Aviation indicate, respectively, 








that they do not place consumer ad- 
vertising, that tv “is not applicable to 
an institutional program.” Another 
advertiser questions whether video is 
“a practical medium” for selling busi- 
ness products to business men for 
business purposes. 


Network sales personnel answer by 
noting that institutional advertising, 
like consumer selling, depends on 
putting across a name and an idea. The 
point is not where you deliver your 
message; it is, simply, to deliver it 
effectively. Sometimes that means ap- 
pealing to, say, a businessman in his 
home rather than in his office. The use 
of tv for institutional advertising is 
strongly verified by the early cam- 
paigns of Revere Copper and Reynolds 
Aluminum. The latter’s programs have 
even paid off by viewers’ suggesting 
new consumer uses for otherwise in- 
dustrial products. 


Kaiser Aluminum and Chemical 
Corp. feels that television—beyond 
participations—is out of consideration 
until the company has “nationally dis- 
tributed consumer products.” 


The networks would probably an- 
swer that Kaiser has a wholly correct 
idea: the effective way to build na- 
tional demand is via national adver- 
tising, and the tv way to do that is to 
start with a few spots, add markets 
and frequency gradually until sales 
justify a full-time program. And those 
who use color first assure themselves 
of the best time slots later on. 


While networks and sponsors dis- 
cuss the potency of color, some agen- 
cies have been unwillingly silent on 
the subject. Many advertisers freely 
admit, for example, that they do not 
know their particular agency’s think- 
ing on multichrome “because we 
haven’t asked them.” Nevertheless, 
most leading agencies and certainly all 
that have tv departments have been in- 
specting and measuring color televi- 
sion for some time. BBD&O, for in- 
stance, has just mailed a booklet ex- 
plaining the use of color television (as 
have RCA and The Katz Agency, re- 
cently). And when they are asked, 
most account men come through with 
strongly favorable attitudes and opin- 
ions about color. The advice of one, 
in fact, seems to sum up the picture 
for everyone, agencies, advertisers 
and networks: Study color, watch 
color and use it—it’s growing. 





Top Advertisers Not Using TV 


Advertisers in the following list have advertising budgets which ex- 
ceed $250,000 a year. Most of them spend their advertising allotments on 
printed media, however, for none is a network television sponsor. Interest- 
ingly, the list includes 10 of the nation’s top 100 advertisers (marked with 


asterisks). 
A few 


But as the 
advertisers 


Allis-Chambers Mfg. Co. 
America Fore Insurance 
Airlines 
Can Co. 


Cyanamid 


American 
American 
American 
Express 

Fed. of Labor 
Gas Assn. 

Meat Institute 
Motors Corp. 
Petroleum Inst. 


American Radiator & 
Standard Sanitary 
Equipment 


American 
American 
American 
American 
American 
American 


American Telephone & 
Telegraph* 

Anaconda Copper Mining 
Anheuser-Busch* 

Argus Cameras 


Assn. of American 
Railroads 


Atlas Supply Co. 

S. Augstein & Co. 

Avon Products 
Beech-Nut Packing Co. 
Bendix Aviation Corp. 
Bigelow-Sanford Carpets 
Walter J. Black, Inc. 
Book-of-the-Month Club 
John H. Breck 

British Travel Assn. 
Burrough Corp. 
California Packing Corp.* 
Canada Dry Ginger Ale 
Canadian Government 


Canadian National 
Railway 


Cannon Mills, Inc. 
Carrier Corp. 

Celanese Corp. of America 
Champion Spark Plug Co. 
Cities Service 

Chase National Bank 
Cling Peach Adv. Board 
Clorox Chemical Co. 
Cluett, Peabody & Co.* 
Congress of Ind. Orgs. 
Crane Co. 

Cream of Wheat Corp. 
Credit Union Nat'l. Assn. 
Curtiss Candy Co. 

De Beers Cons. 
Douglas Aircraft 
Drackett Co. 
Eastman Kodak Co.* 
Ekeo Products 


Mines 


Ethyl Corp. 

Max Factor & Co. 

The Formfit Co. 
General Aniline & Film 
General Time Corp. 
General Tire & Rubber 
The Glidden Co. 

Gospel Broadcasting Assn. 
Great Atlantic & Pacific 
Tea Co. 

Hammond Organ Co. 
John Hannock Mutual 
P. H. Hanes Knitting Co. 
Hartford Fire Insurance 
Hawaiian Pineapple Co. 
H. J. Heinz Co. 

G. F. Heublein & Brother 
Heywood-Wakefield Co. 
George A. Hormel & Co. 
Hunt Foods, Inc. 

Int'l. Business Machines 
International Nickel Co. 
of Canada 

Jantzen, Inc. 
Johns-Manville Corp.* 
Kaiser Aluminum & 
Chemical Corp. 

Kaiser Motors Corp.* 
Kentile, Inc. 

Landers, Frary & Clark 
Lane Co. 
Libbey-Owens-Ford Glass 
Life Savers Inc. 

Loews Inc. 

Maiden Form Brassieres 
Manhattan Soap Co.* 
The Mennen Co. 
Metropolitan Life* 
Minneapolis-Honeywell 
Regulator Co. 

Mitchell Mfg. Co. 
Morton Salt Co. 
Mullins Mfg. Corp. 
Mutual Life Insurance 
National Board of Fire 
Underwriters 

National Cash Register 
National Homes Corp. 
National Lead Co. 
National Steel Corp. 
New York Life Insurance 
Northam Warren Corp. 
Olson Rug Co. 

Oneida Ltd. 


Outboard Marine & 
Mftg. Co. 


of the companies make use of local television or network spots. 
networks continue to develop color television, many of these 
may well join the ranks of network sponsors. 


Owens-Corning Fiberglas 
Charles Pfizer & Co. 
Phillips-Jones Corp. 
Pineapple Growers’ Assn. 
of Hawaii 

Pittsburgh Plate Glass 
Pond’s Extract Co. 
Portland Cement Assn. 
Purex Corp. 

Quaker State Oil Refining 
Radio Bible Class 
Reichhold Chemicals, Inc. 
Renfield Importers, Lid. 
Republic Steel Corp. 
Royal Typewriter Co. 
Safeway Stores, Inc. 
Scholl Mfg. Co. 
Seven-Up Co. 

Shulton, Inc. 

Shwayder Bros. 
Socony-Vacuum Oil Co.* 
The Sperry Corp. 
Stanley Warner Corp. 
State Farm Mutual 
Automobile Insurance 
Stewart-Warner Corp. 
Stokely-Van Camp, Ine. 
Stromberg-Carlson Co. 
Studebaker Corp. 

Sun Oil Co. 

Sunkist Growers Inc. 
Sunshine Biscuits, Inc. 
Tampax Inc. 

Timken Roller Bearings 
World Airlines 
Travelers Insurance 


Trans 


U.S. Brewers Foundation 
U.S. Plywood Corp. 

U.S. Time Corp. 

Union Carbide & Carbon 
Union Oil Co. of Calif. 
Union Pacific Railroad 
United Air Lines 

United Aircraft Corp. 
Universal Pictures 
Warner Brothers Co. 
Warner-Hudnut, Ine. 
Western Auto Supply Co. 
Western Union 
Weyerhaeuser Timber Co. 
Whirlpool Corp. 

J. B. Williams Co. 
Wilson & Co. 

Dr. Thomas Wyatt 
Zenith Radio Corp. 
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0 in New Jersey 


covering eee ncaa of the state plus a big bonus 
in New York 





with audiences 


st according to pulse 






with advertisers 


and 8 out of 10 are retail 


a business 


which has been firm for the last 5 years 
and is now better than ever 





the answers 


to a New Jersey sales problem call your 
waat man...he knows this market 


Want 


970 on your dial 








1020 Broad Street, Newark 1, N. Jd. Mitchell 2-6400 
575 Madison Avenue, New York 22, N. Y. PLaza 5-1331 
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TELEVISION AGE 
ount: 


Report by Markets, 
January, 1955 


The figures listed below are secured 
from the stations. They are presented 
as a service by TELEVISION AGE. For 
further information regarding the 
figures and their sources, contact the 
stations. Outlets equipped to carry 
network or local color are listed with 
the number of color sets in each mar- 
ket, where such figures are available. 
Asterisks indicate stations equipped 
for color but which have submitted 
no figure. Italics indicate stations 
not yet on the air, channel numbers and 
target dates. 

In addition to set figures the two 
principal executives of each station are 
listed. 





Totals 
Total commercial stations: 416 
Total markets: 265 
Total estimated b&w sets: 32,380,000 
Total estimated color sets: 9,690 








Vht 


Station 


ALABAMA 
WABT 303,680 *— 
Henry P. Johnston, p. & mng. d.; 
Charles F. Grisham, c. m. 
WBRC-TV 304,314 100 
J. Robert Kerns. v.p. & mng. d.; 
Oliver Naylor, gen. sls. m. 
WMSL-TV 22,500 
Frank Whisenant, p.; Bill Guy, m. 
& sis. m. 
wTvy—9 
WALA-TV 
W. O. Pape, p.; H. 
exec. v.p. 
WCOV-TV 43,450 
Hugh M. Smith, g. m.; 
South, sls. m. 
WSFA-TV 56,000 
David E. Dunn, p. 


City Uhf Coler 


Birmingham 


Decatur 


Dothan 


Mobile —_ 
K. Martin, 
Montgomery ome 


Morris 


ARIZONA 
KVAR (see Phoenix) 

KOOL-TV 106,800 —_ 
Charles H. Garland, g. m.; Wil- 
liam J. Connelly, g. c. m. 
KPHO-TV_ 101,523 
Richard B. Rawls, 
Larson, c. m. 
KVAR 101,523 
Richard O. Lewis, p. & m.; E. W. 

Harvey, v.p. & c.m. 
KTVK—3 Jan. 15 
KOPO-TV 34,866 
E. S. Mittendorf, g. m.; 

Plunkett, sls. m. 
KVOA-TV 34,866 
= Williams, g. m.; 

Harvey, c. m. 

KIVA-TV 24,670 
Arthur L. Fszol, g.m. & sls. m.; 
Robert H. Harker, st. m. 


Mesa 
Phoenix 


Sm.3,.6. A, 


Tucson _ 
Paul 


Bill 


Yuma 


ARKANSAS 
KFSA-TV 
Weldon Stamps, 
Hundley, sis. m. 
KNAC-TV—5 Jan. 
KARK-TV_ 85,764 
T. K. Barton, v.p. & g. m.; 
Bryant, c. m. 
KATV (see Pine Bluff) 


Fort Smith 25,000 _ 
g. m.; Roland 
"SS 

Little Rock 
Lee 


Set C 


City 
Pine Bluff 


Texarkana 


Bakersfield 


Chico 
Eureka 


Fresno 


Los Angeles 


Monterey 
Sacramento 


Salinas 


San Diego 


San Francisco 


San Luis 
Obispo 


Santa 
Barbara 


Stockton 


Tulare 


Colorado 
Springs 


Station Vhf 


KATV 85,764 

John H. Fugate, g. m.; Bruce B 
Compton, nat. sis. m. 

KCMC-TV (see Texarkana, 
Ark.) 


Unf Color 


. 


Tex.- 


CALIFORNIA 


KBAK-TV 
A. H. Constant, m.; 
ley, sis. m. 
KERO-TV 146,398 100 
Gene DeYoung, p. & g. m.; John 
Barrett, tv. sls. m. 
KHSL-TV 48,962 
M. F. Woodling, st. m.; 
Pero, sls. m. 
KIEM-TV 18,778 
William B. Smullin, 
H. Telford, 
KJEO 142,796 — 
J. E. O'Neill, p.; Joe C. Drilling, 
v.p. & bus. m. 

KMJ-TV 134,000 
Perry Nelson, st. m.; 
Lefler, c. m. 
KABC-TV 1,955,185 
Amos T. Baron, 
Rule, gen. sis. m. 
KCOP 1,955,185 
Jack Heintz, v.p. & g. m.; David 

E. Lundy, gen. sis. m. 
KHJ-TV 1,955,185 
John T. Reynolds, g. m.; 
L. Wheeler, sls. m. 


87,000 
Frank Beaz- 


Jerry 


P.; Donald 
v.p. & m. 


Wilson 


&. m.; Elton 


Howard 


KRCA 1,955,185 ‘_— 
Thomas C. McCray, g. m.; James 
Parks, sls. m. 

KNXT 1,955,185 50 
James T. Aubrey, Jr., g. m.; E4- 
mund C. Bunker, gen. sls. m. 
KTLA 1,955,185 500 


Klaus Landsberg, v.p. & g. m.; 
Robert Mohr, sls. m 

KTTV 1,955,185 

Richard A. Moore, 


v.p. & g. m.; 


John R. Vrba, nat. sis. m 
KMBY-TV 492,371 
KCCC-TV 106,500 _ 
Ashley L. Robison, m.; Al Rich- 
ards, nat. sls. m. 
KBET-TV—10 Feb. °55 
KSBW-TV 492,371 — 
John Cohan, g. m.; W. M. Oates, 
asst. m. 
KFMB-TV 245,167 - 


George Whitney, g. m.; Ralph E. 
McKinnie, nat. sis. m. 

KFSD TV 245,167 

John C. Merino, st. m.; Leon N. 


Papernow, sls. m. 

KGO-TV_ 1,016,110 _ 
Vincent A. Francis, m.; David 
Sacks, sls. m. 

KPIX 1,016,700 150 

Philip G. Lasky, g. m.; Lou 
Simon, c. m. 

KRON-TV 1,033,430 259 
Harold P. See, st. m.; Norman 
Louvau, sis. m. 

KSAN-TV 125,000 _ 


Norwood J. Patterson, g.m.; Allen 
Storm, c. m. 
KVEC-TV 78,148 
Les Hacker, g. m.; 
c. m. 
KEY-T 453,692 
Colin M. Selph, p.; 
ruth, rgni. sis. m. 
KOVR 968,000 _- 
A. E. Joscelyn, v.p. & g. m.; 
Wm. Rambo, sis. m. 
KTVU 112,000 
D. M. Greene, g. m. 
KVVG 175,000 
Sheldon Anderson, g. m.; 
Hill, sls. m. 


Si Darrah, 


R. Hill Car- 


Bob 


COLORADO 


KKTV 52,223 

James D. Russell, 
Robert D. Ellis, 
sls. 


p. & g. m.; 
v.p. & nat. 





City Station Vht 


KERDO-TV 32,000 _ 

Harry Hoth, p., g. m. & sis. m. 

KBTV 253,596 _— 

Joseph Herold, st. James F. 
Brown, nat. sls. 

KFEL-TV 253,596 

Gene O'Fallon, p. & g. m.; 
Hart, c. m. 

KLZ-TV 253,596 ° 
Hugh B. Terry, p. & g. m.; Jack 
Tipton, sis. m. 
KOA-TV 253,596 
Don Searle, g. m.; 
MacCrystall, sls. m 
KFXJ-TV 7,500 
Rex Howell, p. & g. m.; 
son Thomas, v.p. chg 
KCSJ-TV 50,906 — 
Douglas D. Kahle, p. & g. m.; 

John Henry, sis. m 


CONNECTICUT 
WICC TV 
Philip Merryman, 
Manning Siater, 
WGTH-TV 
Fred W. 
g.m.; 
sis m. 
WEKNB-TV 


Unf Color 





Denver 
m.; 
m. 


Bob 
75 
William F 


E. An- 
sis 


Junction 


Pueblo 


72,340 _— 
a & s&s w@.3 
sis. m. 
241,236 

Wagenvoord v.p & 
John M. Kinsella, gen 


Bridgeport 


Hartford 


New Britain 219,422 - 

Peter B. Kenney, g.m.; David 
Scott, nat. sis. m. 

WNHC-TV 877,288 

Edward C. Obrist, m.; 
Callanan, sis. m 

WATR-TV 

S. R. Elman, st 


DELAWARE 


WDEL-TV 223,029 3 
Barton K. Feroe, st m.; J 
Robert Gulick, nat. sis. m 


155 
J. Vincent 


New Haven 


156,000 
&c. m 


Waterbury 


Wilmington 


DISTRICT OF COLUMBIA 
Washington WMAL-TV 600,000 
Frederick 8S. Houwink, g.m.; 
J. Edwards, sis. m. 
WRC TV 655,000 
Carleton D. Smith, v.p. & g. m.; 
Joseph Goodfellow, dir. of ais 
WTOP-TV 646,900 _— 
George F. Hartford, v.p. chg. tv.; 
Robert A. J. Bordley, sis. m 
WTTG 620,000 
Leslie G Arries, Jr., £ m.; 
George Griesbauer, sis. m 


Neal 


FLORIDA 

WMFJ-TV—2 July ‘SS 
WFTL-TV 148,000 
Noran E. Kersta, g. m.; G 

Bauer, sis. m 
WITV 
Arthur L. Gray, g. 
WINK-TV 10,439 
A. J. Bauer, g. & sis. m 


Daytona Beach 


Fort = 
Lauderdale F. 

175,000 

& nat 


sis. m 


Fort Myers 


(Continued on next page) 





New Stations 


wPFA-Tv (15) Pensacola, Fla., went 
back on the air Dec. 10, 40 days after 
suspending operations because of vhf 
competition. Charles W. Jr., 
pres., 64%; T. E. Gibbens, v.p., & 
secy., .2%; F. E. Busby, vp. & treas. 
Directors: F. Dixon Brooke, 2.85%; 
Jack Burk (half owner of Barnard & 
Burk which owns 5.7% of WPFA-TV 
Inc.). Stockholders not officers: Mrs. 
Mary Lee 5.7%; Mrs. 
Anna Lamar Switzer, 5.7%; T. G. 
Terry, 4.1%; Ruth L. Herman 4.1%. 

woay-tv (4) Oak Hill, W. Va., 
started Dec. 12. Affiliate: ABC. Rob- 
ert R. Thomas Jr., owner (100%) 
gen. mgr.; W. S. Jackson, sls. mgr.; 
Clyde Higgins, pgm. mgr.; Ken Rice, 


Lamar 


Anderson, 


chf. engineer; Weed, rep. 
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~- ° WTHI-TV Channel 10 
“= js the ONLY station 
~ _ with complete coverage 
- of the Greater 


Wabash Valley 
One of the Mid-west’s 


most pro us indus- 


spero 
trial and agricultural 
markets 


@ $714,500,000 Retail 
Sales in year °53-'54 
@ Blanketed ONLY by 


WTHE-TV’s 316,000 
watt signal 


® 227,000 Homes 
(147,000 TV homes) 


118,000 


UNDUPLICATED | 
WTHI-CBS | 
TV HOMES! 


WTHI-TV — 


CHANNEL 10 











TERRE HAUTE, IND. 


316,000 Watts < 





Represented ee 


The Bolling Co. 
New York « Chicago” | 





94, January 1955, Television Age 


Set Count (Continued) 


City 


Jacksonville 


Miami 


Orlando 


Panama City 


Pensacola 


St. 
Petersburg 


Tampa 


West Palm 
Beach 


Albany 


Atlanta 


Augusta 


Columbus 


Macon 


Rome 
Savannah 


Thomasville 
Valdosta 


Idaho Falls 


Pocatello 
Twin Falls 


Belleville 
Bloomington 
Champaign 


Chicago 


Station Vnt Color 


WJHP-TV $1,000 * — 
S. Gilchrist, Jr., g. m.; Wil- 
lard Fraker, sis. m. 
WMBR-TV 340,763 10 
Glenn Marshall, Jr., p. & g.m.; 
Charles M. Stone, v.p. chg. sls. 
WOBS-TV—30 Jan. 'S5 
wtvi 287,600 
Lee Ruwitch, ex. v.p. & g. m.; 
John 8S. Allen, v.p. & gen. sls. 





Unf 





65 


m. 
WMIE-TV—27 Jan. °S5 
WDBO-TV 70,000 
Harold P. Danforth, p. & g. m.; 
Jorn Thorwald, sis. d 
WsIDM 22,500 
Mel Wheeler. g. m.; 
Reyna, nat. sls. m. 
WEAR-TV 85,000 
Mel Wheeler, p. & g. m.; 
de Reyna, asst. m. 
WPFA-TV 
Cheries W. 
WSUN-TV 
Charles L. Kelly, g. m.; 
Vera New, c.m 
WFLA-TV—8 Feb. °55 
WTVT—13 
WIRK-TV 
Joseph S. Field, Jr., 
WINO-TV 222,500 
Walter L. Dennis, 
WEAT-TV—12 


Milt de 


Milt 


Lamar Jr., p. 


124,000 


Mrs. 


Jan. 15 
41,220 
p. & g.m. 


g.m. & sls. d. 


Jan. 1 


GEORGIA 
WALB-TV 45.090 
James H. Grcy, P.; 
wagon, g.m 
WAGA-TV 456,190 
Glenn C. Jackson, mng. d.; 
W. Collins, Jr., st. m. 
WLW-A 460,430 
Ww. Robinson, p.; 
Ochs, loc. sis. m. 
WQXI-TV 
R. W. Rounsaville, 
WSB-TV 475,221 
John M. Outler, Jr., 
us Bartlett. st. m. 
WJIBF-TV 127,700 ® 
Donald M. Kelly, v.p., g.m. & 
sis. m. 
WRDW-TYV 110,000 
W. Ray Ringson, 
Hicks, mng. 4d. 
WDAK-TV 
E. F. MacLeod, 
Windsor, c.m. 
WRBL-TV 85,942 *— 
Jim Woodruff, Jr., p. & g.m.; 
Walter Graham, c.m. 
WMAZ-TV 81,588 
Wilton E. Cobb, 
Crowther, c¢.m. 
WNEX TV 62,032 _ 
Archie S. Grinalds, Jr., g.m.; 
Mildred M. Owens, sls. m. 
WROM-TV 135,290 
Edward McKzy. 
Doss, cm. 
WTOC-TV 54,561 
W. T. Knight, Jr., 
Ben Williams, c.m. 
WCTV—6 Jan. ‘SS 


WGOV-TV—37 Jan. 


Tom Still- 


50 
John 


Bernard I. 


p. & g.m. 
175 


g.m.; Marc- 


g.m.; J. 


80,220 


st. m.; Joe 


g.m.; Frank 


g.m.; Charles 


p. & g.m.; 
"SS 
IDAHO 


39,675 
Jr., st. 


KBOI 

Earl Glade, 
Ganz, sis. im. 
KIDO-TV 35,800 
Walter E. Wagstaff, v.p. & g.m.; 
Barry Tucker, sls. m. 

KID-TV 31,450 

Cc. N. Layne, g.m.; Claude Cain, 
sis. m. 

KWIK-TV—6 Early 

KLIX-TV—11 


m.; George 


"55 
Early ‘55 
ILLINOIS 


WwTtvi 290,900 
John D. Scheuer, Jr., ex v.p. & 
g.m.; James R. Bonfils, sls. m. 


WBLN-TV 113,242 _ 
Jerrell Henry, g.m.; John Spahr, 
¢.m. 
WCIA 307,000 fa 
A. C. Meyer, p.; Guy Main, sis. 
m. 
WBBM-TV 2,010,000 1,000 
Leslie Atiass, v.p. & g. m.; 


George Arkedis, sis. m. 








Danville 


Decatur 


Harrisburg 


Peoria 


Quincy 


Rockford 


Rock Island 


Springfield 


Bloomington 


Elkhart 


Evansville 


Fort Wayne 


Indianapolis 


Lafayette 


Muncie 


South Bend 


Terre Haute 


Waterloo 


Ames 


Cedar Rapids 


Davenport 


Des Moines 


Fort Dodge 


Mason City 


Sioux City 


Station Vnt Unf _Color 
WBKB 2,010,000 _ 
Sterling C. Quinlan, v.p.; James 


Beach, sls. m. 
WGN-TV 2,055,000 
Frank P. Schreiber, 

dore Weber, sis. 4. 
WNBQ 2,120,000 ° 
Jules Herbuveaux, g.m.; Floyde 

Beaston, sls. m. 


g. m.; Theo- 


WDAN-TV 35.000 _ 

Max Shaffer, st. m.; John Eckert, 
sis. m. 

WwTVP 140,000 — 

Stephen w. Pozgay, g-m.; 
Saunders A. Devine, c.m. 

WSIL-TV 34,692 _ 

Oscar L. Turner, g.m. 

WEEK-TV 214,837 ‘— 

Fred C. Mueller, g.m.; Willian 
J. Flynn, sis. m. 

WTVH-TV 214,000 _ 

John Leslie, g.m. 

KHQA-TV 136,032 _ 

Walter Rothschild, g.m.; Paul 
Millen, tv sls. m. 

WGEM-TYV 128,900 *_— 

Joe Bonansinga, g.m.; James E. 
Muse, c.m. 

WREX-TV 219,257 _ 

Joe Baisch, g.m.; Al J. Bilardello 
loc. sls. m. 

WwTvo 96,400 _ 

Harold Froelich, g.m.; Edward 
Ruppe. loc. sis. m 

WHBF-TV 268,947 *— 

Leslie C. Johnson, v. p. & g. m.; 
Maurice Corken, sis. d. & asst. 
g-m. 

WIcs 85,000 —- 


Milton D. Friedland, m.; Warren 


King, c¢c.m 
INDIANA 
WTTv 584,843 200 
Robert Lemon, g.m.; Norman 
Cissna, asst. m. & sls. d. 
WSJV-TV 204,103 _ 
John F. Dille, Jr., p.; John J. 
Keenan, c.m. 
WFIE 78,403 — 


Ted Nelson, g.m.; Shaun Murphy, 
sls. m. 


WEHT (see Henderson, Ky.) 


WKJIG-TV 112,200 *— 

Edward G. Thomes, g.m.; Carle- 
ton B. Evans, sls. m. 

WIN-T (see Waterloo) 

WFBM-TV 665,000 100 

Wm. F. Kiley, g.m.; Hugh L. 
Kibbey, sis. serv. m. 

WISH-TV 665,000 100 


Robert B. McConnell, v p. & g.m.; 


Robert F. Ohleyer, sls. m. 
WFAM-TV 62,230 _ 
oO. E. Richardson, a: Herb 

Nelson, :. 

WLBC-TV 97,500 ‘_— 
W. F. Craig, v.p 

WSBT-TV 205,321 25 
Neal B. Welch, g.m.; Robert H. 

Elrod. nat. sis. m 
WTHI-TV_ 147,000 *— 
J. M. Higgins. g.m.; George A. 

Foulkes, loc. & rgni. sls. m. 
WIN-T 117,028 — 
Ben B. Baylor, Jr., v.p. & g.m.; 

Robert C. Currie, Jr., prog. m. 

IOWA 
WOI-TV 247,590 _— 
Richard B. Hull, rad.-tv.d.; 
Robert C. Mulhall, oper. m. 


KCRG-TV_ 116,333 
Wade S. Patterson, g. & sls. m. 
WMT-TV 245,120 100 
Wm. B. Quarton, v.p. & g.m.; 

Lewis Van Nostrand, g. sls. m. 


WOC-TV 295,156 _— 

Ernest C. Sanders, resident m.; 
Mark Wodlinger, sis. m. 
KGTV 76,500 —_ 

W. C. Bridges, p.; Leo Howard, 
g-m. 

WHO-TV 286,000 _— 

Col. B. J. Palmer, p.; Paul A. 
Loyet, v.p. & res. m. 

KQTV 42,100 _— 
Ed Breen, g.m 

KGLO-TV_ 112,572 _— 


Herbert R. Ohrt, ex. v.p. & g.m.; 
Walter Rothschild, nat. sls. m. 


KTIV 139,450 — 

Dietrich Dirks, p.; L. L. Mc- 
Curnin, sis. m 

EVTV 125,733 24 

Robert R. Tincher, v.p. & g.m.; 
Donald D. Sullivan, adv. d. 











Sel Count (Continued) 


City 





Station Vnht Unf Color 





Waterloo i 


Great Bend 

Hutchinson 
(Wichita) 

Pittsburg 


Topeka 


Wichita 


Henderson 


Lexington 
Louisville 


Alexandria 


Baton Rouge 


Lake Charlies 


Monroe 


New Oricans 


Shreveport 


Bangor 


Lewiston 
Poland Spring 


Portiand 


Baltimore 


Salisbury 


Adams 
(Pittsfield) 


KWWL-TV 140,763 15 
J. McElroy, g.m.; Don E. 
‘Inman, sis. d. 


KANSAS 
KCKT 
Les Ware, 
Cowan, sls.m. 
KTVH 151,726 
Howard O. Peterson, g.m.; E. W. 
Dallier, sis. m. 
KOAM-TV 76,116 _ 
R. E. Wade, g. & sis. m. 
WIBW-TV 388,142 ll 
Ben Ludy, g.m.; Hilton Hodges, 
sls.m. 
KAKE-TV 
Mark H. Adams, 
Umansky, g.m. 
EDD 124,311 — 
John North, Bob 
Paxson, 


v.p. & g.m.; Otis 


7 





P.; 


v.p. & g.m.; 
c. sis. m. 


KENTUCKY 
WEHT 65,389 _— 
Cecil M. Sansbury, g. & c.m.; 

Roger Garrett, asst. m. oper. 
WLEX-TV—18 Jan. '54 
WAVE-TV 414, 755 
Nathan Lord, g.m.; 

son, ¢c. m. 
WHAS-TV 
Victor A. Sholis, 

Gillen, sls. d. 


WQXL-TV—41 


29 
Ralph Jack- 





d.; Albert J. 


Early ‘55 


LOUISIANA 
KALB-TV 40,500 _ 
W. L. Cobb, g.m.; Marvin Reu- 
ben, sls. m. 
WAFB-TV 
Tom E. Gibbens, 
WBRZ—2 Jan. °55 
KPLO-TV 55,935 
David Wilson, 
Mills, Jr., ¢. m. 
KTAG-TV 30,000 — 
Warren’ Berwick, p.; William 
Hession, sls. m. 
KNOE TV 176,500 - 
Paul H. Goldman, v.p. & g.m.; 
Jack Ansell, Jr., sls. & prom. 4d. 
WDSU-TV 292,587 
Robert D. Swezey, ex. 
g-m.; A. Louis Read, 
¢.m. 
WIMR-TV 108,992 
George A. Mayoral, ex. 
g-m. 
WCKG—26 Late ‘54 
KSLA 66,800 — 
Deane R. Fiett, st. m.; Harry 
Kornrumph, sls. m. 
MAINE 
WABI-TV 79,104 oa 
Leon P. — Jr., . & 
. Sls. m.; Milton Giese. 
loc. sls. m. 
Ww-TWO 


75,000 _ 
v.p. & g.m. 


g.m.; Pelham 


50 
v.p. & 
v.p. & 


Pa 


V.p. 





Murray Carpenter, g.m.; Rudy 
Marcoux, bus. m. 
WLAM-TV 22,567 _ 


Eldon H. Shute, Jr., p. & st. m. 


Gerald T. Higgins, adv. d. 
WMTW 259,933 _ 
John H. Norton, Jr., v.p. & g.m.; 

Paul Tiemer, sis.m. 

WCSH-TV 141,504 50 
William H. Rines, mng. d.; Jack 


S. Atwood, st. m. 

WGAN-TV 136,078 *_— 

Creighton E. Gatchell, v.p. & 
g.m.; Richard E. Bates, sls. m. 

WPMT 50,100 _— 

George E. Curtis, Jr., st. m.; 
Gerald T. Higgins, c.m. 


MARYLAND 
WAAM 575,174 _ 
Ken. Carter, g-m.; Armand 
Grand, asst. g.m. 
WBAL-TV 575,174 100 


Leslie H. Peard, Jr., st. m.; F. 
W. Cardall, bus. m. 


WMAR-TV 575,174 57 


E. K. Jett, v.p. & tv d.; Ernest 
A. Lang, sls. m. 

WBOC-TV 40,760 _ 

John W. Downing, p.; Charles J. 
Truitt, v.p. & g.m 
MASSACHUSETTS 

WMGT 169,015 _ 

John T. Parsons, m.; William: P. 
Geary, sis. m. 


Martin 





City 


Brockton 


Cambridge 
(Boston) 


Springfield 


Worcester 


Ann Arbor 


Bay City 


Cadillac 


Detroit 


Flint 
Grand Rapids 


Kalamazoo 


Lansing 


Marquette 
Saginaw 


Traverse City WPBN-TV 


Austin 


Duluth 
(Superior) 


Minneapolis- 
St. Paul 


Rochester 


Columbus 
Jackson 


Meridian 


P Station _ 


Vht Unt Color 
WBZ-TV 1,239,424 64 
W. C. Swartley, g.m.; C. Herbert 

Masse, sis. m. 

WNAC-TYV 1,239,424 se 
Norman Knight, ex. v.p. & g.m.; 
Thomas H. Bateson, sis. serv. 


m. 
WHEF-TV—62 
WTAO-TV 178,000 — 
Theodore B. Pitman, Jr., g.m.; 

Richard H. Gourley, Jr., sis. m. 
WHYN-TV 156,000 
Charles N. DeRose, g.m.; Patrick 

J. Montague, c.m. 


Late ‘54 


WwwLe 156,000 — 

William L. Putnam, oper. m.; 
James H. Ferguson, Jr., sis. m. 

WWOR-TV 68,112 _ 

Ansel E. Gridley, v.p. & g.m.; 
Leonard Corwin, c.m. 


WAAB—20 Late ‘'S4 


MICHIGAN 

WPAG-TV 23,000 = 

Edward F. Baughn, v.p. & g.m.; 
Kenneth MacDonald, sis. m. 

WNEM-TV 289,793 ‘_— 
John H. Bone, g.m. 

wwtv 62,410 a 

L. T. Matthews, g.m.; John F. 
Cundiff, sis. m. 

CKLW-TYV 1,238,585 _ 

J. E. Campeau, p. & g.m.; E. 
W. Wardell, gen. sis. m. 

WJIBK-TV 1,468,400 200 

Bill Michaels, g.m.; Maurice 
McMurray, sis. m. 

WW4J-TV 1,466,000 140 

Edwin K. Wheeler, g.m.; Douglas 
L. Sinn, asst. sis. m. 

WXYZ-TV 1,469,000 — 

James G. Riddell, p. & g.m.; 
John F. Pival, v.p. chg. tv. 

WJRT—12 Late '54 

WOOD-TV 460,860 20 


Bill Schroeder, g.m.; Arthur M. 


Swift, gen. sls. m. 
WKZO-TV 539,390 100 
Carl E. Lee, mng. d.; Donald 
DeSmit, sis. m. 
WJIM-TV 407,256 250 


Harold F. Gross, p.; Wm. Brazzil, 
sis. m. 

WTOM-TV 55,000 — 

Thomas B. Shull, p. & g.m.; 
Roger Underhill, sis. m. 

WAGE-TV—6 Late ‘54 


WKNX-TV 140,000 5 

Howard H. Wolfe, st. m.; Robert 
M. Chandler, c.m. 

WSBM-TV—S1 Dec. '35 


33,800 _ 
Les Biederman, p. & g.m.; R. E. 
Detwiler, c.m. 


MINNESOTA 
KMMT 95,951 _— 
Tom Steensland, m. & sls. m. 
KDAL-TV 72,250 _ 
Dalton LeMasurier, p. & g.m.; 
Odin S. Ramsland, c.m. 
WDSM-TV 70,000 
Rodney Quick, 
Olson, ¢. m. 
KSTP-TV 550,000 100 
Stanley E. Hubbard, p. & g.m.; 
Marvin Rosene, gen. sis. m. 
WCCO-TV 550,000 150 
F. Van Konynenburg, ex. v.p. 
& g.m.; Robert N. Ekstrum, 
sls. m. 
WMIN-TV 550,000 _ 
Larry Bentson, p.; Frank De- 
vaney, v.p. chg. sls. 
WTCN-TV 550,000 ~ 
Joseph L. Merkle, g.m.; David 
Cole, sis. m. 
KEYD-TV—9 Jan. ‘55 
KROC-TV 92,386 — 
Bill Lampman, st. m.; Warren 
Miller, gen. sls. m. 


g-m.; Martin 


MISSISSIPPI 
WCBI-TV—4 Early ‘SS 
WITV 63,967 10 
Jay Scott, g.m.; Frank Willis, 
¢.m. 
WLBT 
Fred. L. 
Gentry, 
WSLI-TV 108,000 
Owens F. Alexander, tv oper. m.; 
Evan H. Hughes, c.m. 
WTOK-TV 51,000 — 
Robert F. Wright, p. & g.m.; 
William B. Crooks, v.p. & c.m 
(Continued en next page) 


98,472 25 
Beard, m.; Frank 
sis. m. 


















HOTEL 


NewWesin® 


MADISON AT SOTH 


English Lounge 
Meeting place 
of show business 





So close at hand. 
So vey quod 


Two of the finest hotels in New 
York are just “around the corner” 
from CBS, Dumont or NBC. 
Beautifully decorated rooms 
and suites for permanent 

or transient residence. 
Ideal headquarters. 


HOTEL 


Berkshire 


MADISON AT 52ND 


Barberry Room 
Where the celebrities 
go after theatre 











The 
The 
The 


Market 
Power 
Set-count 
The Facilities 
The Know-how 
for efficient 
sales in 
tobaccoland 


WNCT PRIMARY CBS AFF. 


Greenville, N. C. 
100,000 watts full time 
A. Hartwell Campbell, Gen. Mgr. 
John E. Pearson Co., Inc., Nat‘l Rep. 
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Set Count (Continued) 


WBEN-TV again leads the field . . . _ ——— 


‘ape KFVS-TV 110,000 _- 
Girardeau Oscar C. Hirsch, tv.m.; Jack 
Ramey, sis. m. 

Columbia KOMU-TV 54,046 _ 

Claude F. Ratliff, Jr., st. m.; 
John O. Conwell, sis. m. 
Hannibal KHQA-TV (see Quincy, Ill.) 
Joplin KSWM-TV 81,270 — 
Austin A. Harrison, p.; D. T. 
Knight, loc. sis. m. 


_ 
st Kansas City KCMO-TV 440,665 _— 
eee . E. K. Hartenbower, g.m.; S. B. 
: Tremble, c. m. 
> . . KMBC-TV 440,665 — 
in John T. Schilling, v.p. & g.m.; 
~ 7 


George J. Higgins, v.p. & sls. 








. mer. 
. » 
: WDAF-TV 440,665 76 
Presentation < Wm. A. Bates, m.; E. Manne 
Russo. sls. m. 


* 
in Western New York St. Joseph  KFEQ-TV 115,845 ~ 
Barton Pitts, g.m.; Glenn G 
Griswold, c.m. 
St. Louis KSD-TV 691,780 65 





George M. Burbach, g.m.; Guy 
| E. Yeldell, sis. m. 
} KWK-TV 655,000 100 
| Robert T. Convey, p. & g.m.; 
| V. E. Carmichael, v.p. & c.m 
WTVI (see Belleville, Il.) 
Sedalia KDRO-TV 57,000 _ 
} H. W. Brandes, g.m.; Jimmy 
| Glenn, sls. m. 









| Springfield KTTS-TV 56,880 - 
™ S Be | G. Pearson Ward, v.p. & g.m. 
ve KYTV 60,750 -- 


Ralph L. Stufflebam, co-mgr. & 
coml. mgr.; Carl Fox, co-mgr. 


BENSTV 


ll color facilities Billings KOOK-TV 18,000 _ 
e Vv. V. Clark, g.m.; John H. Con- 
ner, ¢.m. 
Butte KXLF-TV — 
E. B. Craney, p.; Jim Manning, 
g.m. 
Great Falls KFBB-TV 18,000 _ 
Le Roy Stahl, st. m.; W. C. 
| Blanchette, c.m. 
Missoula KGVO-TV 15,200 _ 
A. J. Mosby, m.; Hugh Bader, 
sis. m. 








3-Vidicon Film Color Camera 
RCA Studio Color Camera NEBRASKA 
ri PY oii Holdrege KHOL-TV 45,221 —_— 
2 Color Film Projectors (Kearney) Duane L. Watts. sta. m.; Rich- 
. : | ard Hackney, sls. m. 
2 Color Slide Projectors | Lincoln KOLN-TV 107,204 — 
. s: A. James Ebel, m.; Thomas L. 
Klieg! Scoop Lights Young, sis. m. 
= Omaha KMTV 283,150 — 
. Oo Saddler, .m.; d E. 
Color Artists 2 a 5s; ste 
Wwow-TV 283,150 “_ 


Frank P. Fogarty, v.p. & g.m.; 
Fred Ebener, sls. m. 








NEVADA 
Henderson KLRJ-TV—2 Jan. ’55 
| Las Vegas KLAS-TV 18,442 — 


u ure r 'Y. Koma.’ (iiss), nm —er 
Plan your future colo | "eae aan oe 
Programs and Commercials with pa Harry Huey, gin; Richard Colon, 
the assistance of WBEN-TV’s Trained Personnel — 


Manchester WMUR-TV 381,338 —_ 


Hervey Carter, g.m.; Louis Allen, 
asst. m. 
a Mt. Washing- WMTW (see Poland Spring, Me.) 
ton 


NEW JERSEY 
CBS BA CHANNEL a | Asbury Park WRTV 10,500 = — 


| Walter Reade, Jr., p.; Harold C, 
Burke, mng. d. 
Newark WATV 4,150,000 — 
Irving R. Rosenhaus, p. & g.m.; 
William Crawford, sls. d. 





NEW MEXICO 
THE BUFFALO EVENING NEWS STATION Albuquerque KGGM-TV 49,288 — 
A. R. Hebenstreit, p.; George B. 

Morgan, c.m. 

KOAT-TV 50,000 _ 

Ted L. Snider, pgm. m., Mel 
Drake, gen. sls. m. 

KOB-TV 49,289 _ 

Wayne Coy, p. & g.m.; Rolf S. 
Nielsen, sls. m. 





Get the WBEN-TV Story from HARRINGTON, RIGHTER & PARSONS, INC. 
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City 
Roswell 


Binghamton 


Bloomingdale 
(Lake Placid) 


Carthage 
(Water- 
town) 


Ithaca 
Kingston 


New York 


Rochester 


Schenectady 
(Albany- 
Troy) 

Syracuse 


Utica 


Asheville 


Charlotte 


Durham 
Greensboro 
Greenville 
Raleigh 


Wilmington 


Station wht Unf Color 
KSWS TV 25,427 - 
John A. Barnett, owner; Paul B. 
McEvoy, sls. 
NEW YORK 
WROW-TV 125,000 _ 
Harry L. Goldman, v.p. & g.m.; 
Harry Littler, sls. m. 
WTRI 125,633 _ 


Richard B. Wheeler, g.m.; 
D’Auitolo nat. sis. m. 
WNBF-TV 307,020 20 
George R. Dunham, g.m.; Staniey 


John 


N. Heslop, gen. sls. m. 
WIRI 52,000 _ 
Joel H. Scheier, p. & g.m. 
WBEN-TV 430,042 50 


George R. Torge, st. m.; Nicholas 


J. Malter, sis. m. 

WBUF-TV 170,000 _ 

Gary L. Cohen, ex. v.p.; Bob 
Brennan, sis. m. 

WGR-TV 425,567 246 
° . Bernard, g.m.; Ollie 
Howard, sls. m. 

WCNY-TV 49,000 _ 

James W. Higgins, tv.d. Alfred 
M. Tauroney, sis. m. 

WHCU-TV—20 Late °54 

WKNY-TV 18,200 _— 

Robert M. Peebles, v.p. & g.m.; 
Robert L. Sabin, m. tv oper. 

WABC-TV 4,481,000 _ 

Ted Oberfelder, g-.m.; Trevor 
Adams, sls. m. 

WABD 4,481,000 3,000 

George BarenBregge, g.m.; F. A. 
Wurster, sls. serv. m. 

WATYV (see Newark) 

WCBS-TV 4,481,000 3,000 

Sam Cook Digges, g.m.; Frank 
Shakespeare, sls. m. 

WOR-TV 4,481,000 _ 

Gordon Gray, g.m. ; Charles 
Philips, sls. m. 

WwPeix 4,481,000 _ 

Fred M. Thrower, g.m.; John A. 
Paterson, sis. m. 

WRCA 4,481,0000 3,000 

Hamilton Shea, g.m.; Jcy J. 
Heitin, sls. m. 

WHAM-TYV 231,960 — 

William Fay. v.p. & g.m.; John 
W. Kennedy, Jr., gen. sis. m. 

WHEC-TV 281,790 _ 

C. Glover DeLancy,. v.p. & g.m.; 
LeMoine C. Wheeler, nat. sis 
m. 

WVET-TV 281,960 200 

Ervin F. Lyke, Z.m.; 


Arthur Murrellwright, gen. sls 
m. 


WRGB 405,000 *— 

Raymond W. Welpott, m.; Robert 
F. Reid, sis. m. 

WHEN-TV 352,040 200 

Paul Adanti, v.p. & g.m.; William 
H. Bell, c.m. 

WSYR-TV 354,000 300 

E. R. Vadeboncoeur, p. & g.m.; 
William Alford, d. of sls. 

WKTV 153,000 150 


Michael C. Fusco, g.m. & c.m 


NORTH CAROLINA 


WISE-TV - 32,350 — 
Harold H. Thoms, g.m.; Joseph 
J. Master, c. m. 
WLOS-TV 277,000 _— 
Charles B. Britt, ex. v.p.; Brad- 
ley H. Roberts, c.m. 
WAYS-TV 56,338 oe 
Hugh Deadwylder, st. m.; Nick 
Carter, loc. & rgnl. sis. m. 
WBTV 440,406 35 
Charles H. Crutchfield, ex. v.p. 


& g.m.; Wallace Jorgenson, gen. 
sis. m. 


WTVD 185,690 _— 
Harmon Duncan, g-m.; Mike 
Thompson, sls. m. 


WFMY-TV 252,716 

Gaines Kelley, g.m.; Bill Basker- 
ville, c.m. 

WNCT 5,600 

A. Hartwell Campbell, g.m.; John 
G. Clark, Jr., ¢.m 

WNAO-TV 112,600 _— 

Charles G. Baskerville, g.m.; Earl 
Welde, c.m. 

WMFD-TV 43,676 

R. A. Dunlea, Jr., m.; 
O’Shields, sls.m. 


Claud 


or 


Winston- 


Bismarck 
Fargo 
Minot 


Valley City 


Akron 
Ashtabula 


Cincinnati 


Cleveland 


Columbus 


Dayton 


Elyria 


Lima 
Steubenville 
Toledo 


Youngstown 


Zanesville 


Ada 

Enid 
Lawton 
Muskogee 


Oklahoma 
City 


Station © __Vhf Uhf Color 
WSJS-TV 245,189 100 
Harold Essex, ex. v.p.; Harry 

Shaw, sis. m. 
WTOB TV 81,230 _ 


John G. Johnson, g.m. & sis. m. 


NORTH DAKOTA 
KFYR-TV 24,315 _ 
F. E. Fitzsimmonds, ex. 

A. L. Anderson, sis. m. 
WDAY-TV 65,200 _ 
Tom Barnes, g.m. & sis. m 
KXJB-TV (see Valley City) 
KCJB-TV 30,120 
John W. Boler, p. & g.m.; 

Burkart, c. & res. m 
KXJB-TV 78,000 
John W. Boler, p.; 

Hurley, v.p. chg. 

st. m. 


Herman 


William L. 
nat. sis, & 


OHIO 


WAKR-TV 174,066 —_ 
S. Bernard Berk, p.; Roger G. 
Berk, v.p. & g.m. 
WICA-TV 
John A. Colin, 
Fassett, bus. m. 
WCPO-TV 724,140 
Glenn Clark Miller, 
st. d.; C. L. Doty, 
WKRC-TV 717,145 
U. A. Latham, 
Schlinkert, gen. 
WwLW-T 525,000 
R. E. Dunnville, p.; 
ware, st. m. 
WQXN-TV—S4 Early ‘55 
WEWS 1,063,130 100 
James C. Hanrahan, g.m.; Floyd 
E. Weidman, adv. m. 
WNBK 1,045,000 107 
Lloyd E. Yoder, g.m.; William 
Davidson, sis. d. 
WXEL 1,063,000 
Franklin C. Snyder, 
Cc. Wright, c.m. 
WBNS-TV 425,537 
Richard A. Borel, tv d.; 
D. Thomas, sls. m. 
WwLW-C 312,640 *_— 
James Leonard, v.p. & g.m.; 
James Burgess, sls. d. 
WTVN-TV 385,948 _ 
Joseph w. McGough, g-m.; 
Robert C. Wiegand, asst. g.m. 
WHIO-TV 637,330 
Robert H. Moody, 
E. Wolaver, c.m. 


WLW-D 320,000 

H. P. Lasker, v.p. & g.m.; C. R. 
Dodsworth, Jr., sls. d. 

WEOL-TV—31 

WLOK-TV 


Robert Mack, g.m. 
WIMA-TV—35 Early '55 


WSTV-TYV 1,034,694 


25,000 —_ 
g.m.; Donald 


g-m. asst. & 
sis. d. 


g-m.; Robert 


sis. m. 


92 
Robert Boul- 


mng.d.; R. 


Robert 


g.m.; Walter 


Early °55 


63,557 _ 


John J. Laux, ex. v.p. & g.m.; 
Joseph M. Troesch, asst. g.m. 
WSPD-TV 303,050 90 
Allen L. Haid, v.p. & mng. d.; 
Bill Ashworth, nat. sls. m. 
WFM4J-TV 146,000 12 


William F. Maag, Jr., p.; Mitchell 


F. Stanley, m. & sls. m 
WKBN-TV 146,000 _ 
W. P. Williamson, p. & g.m.; 

J. L. Bowden, st. d. 
WHIZ-TV 45,000 — 
Allan Land, mng. d.; Nate 

Milder, sis. d. 

OKLAHOMA 
KTEN 182,000 _ 
Brown Morris, sec. treas. & st. 

m.; Bill Hoover, v.p. & g.m. 
KGEO-TV 265,421 _— 
George Streets, g-m.; Tom 

Belcher, sls. m. 

KSWO-TV 54,540 _ 


P. N. Goode, p.; Ross B. Baker, 
g.m. 


KTVX 245,000 _- 

L. A. Blust, Jr., v.p. & g.m.; 
Ben Holmes, nat. sls. m. 

KMPT 101,000 _ 

Troy K. Hoskins, st. m.; Bill 
Humphries, sls. m. 

KTVQ 167,381 -- 

John Esau, p. & nat. sis. m.; 


_J. Harry Abbott, g.m. 


WIN-T 


NOW ON THE AIR 
with the best 


of CBS 


PRIMARY 
AFFILIATE 





And Now 
|The BEST of 
| \ Blanketing FORT WAYNE and 


the Tri State area of Indiana, 
Ohio and Michigan. 


TOO! 










“IF YOU WANT TO MAKE 
SALES—CONCENTRATE ON 
A MARKET WHERE PEOPLE 
HAVE MONEY TO SPEND 


* 
(S per household 


FORT WAYNE, INDIANA 


*6,457 





HIGHER THAN... 


NEW YORK 
PHILADELPHIA 
SAN FRANCISCO 
PITTSBURGH 
BALTIMORE 


WIN-T COVERAGE 
| * Total population— 575,085 
| Total households— 179,018 
$919,317,000.00 
Total retail sales--$660,826,000.00 


Total income— 


*Consumer Spendable Income per Household. 
Scource:—Consumer Markets 1954 


Nationally represented by 


H-R TELEVISION, INC. 


| ° 


TRI-STATE TELEVISION, INC. 
WATERLOO, INDIANA 


Offices 
LINCOLN TOWER 
FORT WAYNE 2, INDIANA 
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Set Count (Continued) 








City Station vnt Unt Color 
KWTV 256,102 100 
Edgar T. Bell, ex. v.p. & g.m.; 
Fred L. Vance, sis. m. 
WKY-TV 296,081 118 
P. A. Sugg, ex. v.p. & st. m.; 
John Haberian, nat. sls. 
Tulsa KOTV 229,100 60 
Cc. P. Persons, <v., v.p. & g.m.; 
Dick Campbell, c.m. & st. m. 
KVO0O-TV -- _ 
c. B. Akers, g.m. 
OREGON 
Eugene KVAL-TV 30,000 _ 
S. W. McCready, g.m.; Glenn 
Nickell, sis. m. 
Medford KBES-TV 26,500 
Everett A. Faber, v.p. & bus. m. 
Portland KOIN TV 242,064 50 
C. Howard Lane, mng. d.; John 
Palmer, nat. sis. m. 
KPTV 204,798 35 
Russell K. Olsen, mng.d.; Charles 
R. White, sls.m. 
KLOR—12 Jan. °SS 
PENNSYLVANIA 
Allentown WFMZ-TV 18,332 _ 
Raymond F. Kohn, p. & g.m.; 
Perry S. Ury, sls. d. 
Altoona WFBG-TV 447,128 —_ 
Jack Snyder, mng. d.; George 
Burgeon, oper. m. 
Bethlehem WLEV-TV 89,307 — 
Thomas R. Nunan, Jr., st. m.; 
J. R. Gulick, nat. sis. m. 
Easton WGLV 84,915 _— 
J. R. Porterfield, g.m.; Nelson 
S. Rounsley, bus. m. 
Erie WICcU 208,500 150 
Ben MacLaughilin, g.m.; Karl 
Nelson, c¢.m. 
WSEE 48,309 _ 
Charlies E. Denny, g.m.; Don 
Boyce, ¢.m. 
Harrisburg WCMB-TV —_ 
Ed K. Smith, g.m. 
WHP-TV 193,002 _ 
A. K. Redmond, g. & c.m. 
WTPA 193,002 — 
David J. Bennett, g.m.; Allen P. 
Solada, sls. m. 
Jehnstown WARD-TV _ = 
Robert R. Nelson, g.m. 
WJAC-TV 805,604 185 
Alvin D. Schrott, g.m.; John H. 
Hepburn, sis. m. 
Lancaster WGAL-TV 602,350 30 
Harold E. Miller, st. m.; Leroy 
K. Strine, c.m. 
WWLA—21 Early °55 
New Castle WKST-TV 146,367 _ 
Harley M. West, Jr., st. m.; 
George E. McGary, sls.m. 
Philadelphia 


WCAU-TV 1,878,518 *— 
D. W. Thornburgh, p. & g.m.; 
Robert M. McGredy, sls. m. 








Williamsport 
York 


Providence 


Anderson 


Charleston 


Columbia 


Florence 


City Station Vht Unt Color 
WFIL-TV 1,833,160 1,000 
Roger W. Clipp, g.m.; Kenneth 
W. Stowman, gen. sis. m. 
WPTz 1,878,518 260 
R. V. Tooke, g.m.; A. W. Dan- 
nenbaum, Jr., ¢.m. 
Pittsburgh WDTV 1,256,400 _ 
Harold C, Lund, g.m.; Lioyd 
Chapman, sis. m. 
WENS 412,688 _ 
Larry H. Israel, v.p. & g.m.; 
Donald P. Menard, sls. m. 
Reading WEEU-TV 95,000 — 
Thomas E. Martin, ex. v.p. & 
g-m.; K. Richard Creitz sls. d. 
WHUM-TV 219,870 — 
Humboldt J. Greig, p. & g.m.; 
Robert M. Reuschle, nat. sls. m. 
Scranton WARM-TV 181,397 _ 
William M. Dawson, g.m.; Sam 
Feigenbaum, sis. m. 
WGBI-TV 185,000 _ 
Robert McDowell, st. m.; George 
D. Coleman, sis. m. 
WTVU 150,424 oe 
Thomas W. Jones, g.m.; Edward 
Galuska, oper. d 
Wilkes-Barre WBRE-TV 200,000 100 


David M. Baltimore, v.p. & g.m.; 
Ernest Lewis, sls. 
WILK-TV 195,000 _ 
Thomas P. Shelburne, mng. d.; 
Malcolm Dale, sis. m. 
WRAK-TV—36 Jan. °55 
WNOW-TV 87,400 _ 
Lowell w. Williams, 
Robert Stough, sls. m. 
WSBA-TV 90,000 _ 
Louis J. Appell, Jr., p.; C. L. 
Doty, v.p., g-m. & c.m. 


RHODE ISLAND 
WJAR-TV 1,166,344 
Norman Gittleson, st. 

Boghosian, sls. m. 
WNET 75,000 — 
Abraham Belilove, v.p. 


200 
m.; Ed 


SOUTH CAROLINA 

WAIM-TV 101,200 

Glenn P. Warnock, g.m.; 
Darden, sls. m. 

WCSC-TV 128,498 

Roland Weeks, st. m. & nat. sis. 


Fisher 


m.; Ralph Thornley, rgnl. & 
loc. sls. m. 
WUSN-TV 138,000 _ 
J. Drayton Hastie, p.; Phil 


Porterfield, nat. sls. m. 
WCOS-TV 66,000 _ 


Chas. W. Pittman, g.m.; Wayne 
Poucher, sls. m. 

WIS-TV 133,542 _— 

Charles A. Batson, mng. d.; J. 
Law Epps, ¢c.m. 

WNOK-TV 67,000 _— 


H. Moody McElveen, Jr., g-m. & 
sis. m. 

WBTW 100,000 = 

J. William Quinn, mng. d.; John 
H. Brock, Icl. sls. m. 

















FOR 


Creative Motion Picture Production 


BY 
An Experienced Staff 
IN 


Complete Studio Facilities 


ROBERT LAWRENCE PRODUCTIONS 


INCORPORATED 
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City 


Station Vht Uhf Color 





Greenville 


Spartanburg 


Sioux Falls 


Chattanooga 


Jackson 
Johnson City 


Knoxville 


Nashville 


Old Hickory 
(Nashville) 


Abilene 


Amarillo 


Austin 


Beaumont 


Corpus 
Christi 


Dallas 
(Ft. Worth) 


El Paso 


Fort Worth 
(Dallas) 

Galveston 

Harlingen 


Houston 


Longview 


Lubbock 


WFBC-TV 443,850 
Bevo Whitmire, m.; 
Jr., ¢.m. 
WGVL-TV 102,300 _ 
Ben. K. McKinnon, v.p., g.m. & 
sls. m. 
WSPA-TV—7 


R. Q. Glass, 


Early ’S55 


SOUTH DAKOTA 

KELO-TV 107,311 _ 

Joseph L. Floyd, p.; Evans A, 
Nord, g.m. 


TENNESSEE 
WDEF-TV 109,834 
Harold E. Anderson, 

H. Segler, sis. m. 
WDXI-TV—7 Early ’SS 
WJHL-TV 129,360 _- 
W. Hanes Lancaster, Jr., g.m. 
be ae od 95,110 _— 

H. Linebaugh, v.p. & g.m.; 

bs 2 T, McCloud, c. m. 
WTSK-TV 80,050 10 
Harold B. Rothrock, st. m.; Guy 

L. Smith III, c.m. 
WHBQ-TV 315,032 
John Cleghorn, g. m.; L. 

Dobson, sls. 4d. 

WwMCT 315,032 

H. W. Slavick, g.m.; Earl More- 
land, asst. m. of tv oper. 

WSIX-TV 216,940 = 

R. D. Stanford, Jr., p. & g.m.; 

E. S. Tanner, sis. m. 
WSM-TV 205,165 20 
John H. DeWitt, Jr., p.; Irving 

Waugh, c.m. 

WLAC-TV 221,750 _ 
T. B. Baker, Jr., ex. v.p. & g.m.: 
William W. Walker, c.m. 


g-m.; Otis 


s Ol 


TEXAS 


KRBC TV 39,983 

Dale Ackers, p. & g.m.; 
Lane, nat. c. m. 

KFDA-TV 59,598 

Stan Wilson, v.p. & g.m.; 
Hagslett, nat. sls. m. 

KGNC-TV 59,598 _ 

Wesley S. Izzard, ex. g.m.; 
Bill Clarke, sls. m. 

KTBC-TV 92,207 

J. C. Kellam, g.m.; O. P. 
Bobbitt, sls. m. 

KBMT 

John Rossiter, v.p. 

KVDO-TV 27,600 

L. W. Smith, g.m.; V. E. Tinsley, 
¢.m. 

KRLD-TV 415,000 150 

Roy M. Flynn, st. m.; William 
A. Roberts, asst. m. chg. sls. 

WFAA-TV 415,000 150 

Ralph W. Nimmons, st. m.; Mike 
Shapiro, ¢.m. 

KROD-TV 59,106 

Val Lawrence, v.p. & g.m.; 
Watts, gen. sis. m. 

KTSM-TV 56,766 

Karl O. Wyler, p. & g.m.; 
T. Chapman, v.p. & c.m. 

WBAP-TV 416,000 150 

George Cranston, st. m.; Roy 
Bacus, c.m. 


KGUL-TV 378,000 
Paul E. Taft, p. & g.m.; 
mond E. Jones, c. m. 
KGBT-TV 47,173 - 
Troy McDaniel, g.m.; Ingham §. 
(Steve) Roberts, sls. m. 
KGUL-TV (see Galveston) 
KPRC-TV 378,000 
Jack Harris, g.m.; 
nat. sis. m. 
KTRE-TV _ 
Willard E. Walbridge, g.m.; wm. 
F. Bennett, c.m. 
KTVE 40,000 _— 
Barre B. Monigold, st. m.; Bernie 
Bouma, ¢c. m. 
KLTV (see Tyler) 
KCBD-TV 65,679 
Joe H. Bryant, p.; 
Tarter, c. m. 
KDUB-TV 65,679 
W. D, (Dub) Rogers, p.; 
Collie, nat. sls. m. 
KMID-TV 39,000 
S. A. Grayson, v-p. & g.m.; Bob 
Cain, ¢.m. 
KTXL-TV 38,598 - 
J. H. Hubbard, gm; E. O. 
Thomesen, ¢.m. 


Forest 


Dan 


8 
(Bob) 


37,600 ~ 
& g.m. 


Dick 


Roy 


Ray- 


100 
Jack McGrew, 


George L. 


George 














City Station Vht Unt Color City Station Vnt Unf Color 
San Antonio KENS-TV 223,978 _— EST WIRGINIA 
Albert D. Johnson, g.m.; Wayne = e 
Kearl, g. sis. m. Charleston WCHS TV 423,234 _— 
John T. Gelder, Jr., g.m.; John 
WOAI-TV 223,978 30 ° 
James M. Gaines, v.p. & g.m.; L. Sinclair, Jr., sis. m. 
Edward V. Cheviot, c.m. Charles "1. ‘iis on = 
e » arles 4 g-m Villar 
. ———e Fkaon atm 
emple - r = 1 : , Ty 19 KE ree 
Harry Stone, g. st. m.; Burton Clarksburg WBLE TV—12 ‘Early 55 
Bishop, p. asst. Fairmont WJIPB TV 36,105 _— 
R. M. D » Oi .m.; 
Texarkana KCMC-TV 89,700 ee, wes a tee a 
(Tex.-Ark.) Walter M. Windsor, g.m. ¢.m. enthenten WSAZ-TV 463,591 0 
Tyler KLTV 64,853 aes Lawrence H. Rogers, v.p. & g.m.; 
Marshall H. Pengra, g.m. C. Tom Garten, asst. g.m. 
Waco KANG-TV 48,960 _ . _ 
Clyde Weatherby, p.; Bob Oak Hill WOAY-TV wa <_ 
Walker, st. m. (Beckley) Robert R. Thomas, o. & g. m.; 
r W. 8. Jackson, sls. m. 
Weslaco KRGV-TV 47,173 _ 
Millman Rochester, g.m.; Jack Parkersburg WTAP 35,000 — 
Keasler, c.m. Theodore A. Ejiland, p. & g.m.; 
Wichita Falls KFDX-TV 76,100 — ae be we 
es Howard H. Fry, v.p. & g.m.; Wheeling WTRE-TV 281,331 40 
a F Robert W. Ferguson, ex. v.p. & 
Mott M. Johnson, nat. sis. m. San. Sf. Gestion Wantth, ois.2. 
KWFT-TV 385,300 _ 
Kenyon Brown, p. WISCONSIN 
Eau Claire wearer 65,102 _ 
UTAH S. Hyett, g.m.; Richard 
Salt Lake KSL-TV 167,200 50 ag st. m. 
City D. Lennox Murdoch, v.p. & g.m.; Green Bay WBAY-TV 210,000 
Edward B. Kimball, g. sls. m. Burkett Farquhar, st. m. Robert 
KTVT 167,200 126 C. Nelson, sis. m. 
G. Bennett Larson, p., gm. & WMBV-TV (see Marinette) 
sis, m. La Crosse WKBT 45,340 _ 
KUTV 181,500 _ Howard Dahl, m.; Robert Z. 
Frank C. Carman, p. & g.m.; Morrison, Jr., sis. m. 
Brent H. Kirk, sls. m. a WKOW-TV 710,000 3 
Michael Henry, g.m.; Ben Hovel, 
VERMONT ¢.m. 
Montpelier WMVT 97,173 _ WMTV 62,000 _ 
Stuart T. Martin, g.m.; John A. Morton J. Wagner, st. m. & sls. 
Dobson, sis. m. m. 
Marinette WMBV-TV 175,000 
VIRGINIA (Green Bay) Joseph D. Mackin, g.m.; William 
Ww » 
Danville WBTM TV 21,545 — - a 
Edward G. Gardner, v.p. & g.m.; Milwaukee WCAN-TV 412,000 
John E. Holland, c.m. Lou Poller, g.m.; Burton Levine, 
Hampton WVEC-TV (see Norfolk) sis. m. 
Harrisonburg WSVA-TV 93,971 a WOKY-TV 378,340 — 
Frederick L. Allman, p. & g.m.; Lee B. Bartell, g.m.; Don Mann, 
Howard C. Evans, sls. m. st. m. 
Lynchburg WLVA-TV 152,000 _ WTMJ-TV 722,178 128 
Phillip P. Allen, v.p. & g.m.; W. J. Damm, g.m. tv & rad.; 
Joseph F. Wright, Jr., c.m. Neal V. Bakke, sis. m. 
y - Norfolk witvw a om 
= WACH-EV (ase meeemend L. F. Thurwachter, ex. v.p.; 
Ss H. . > 
Norfolk WACH-TV 94,300 — ioe tinene i: 22-thy ping 
H. A. Seville, g.m. Superior KDAL-TV (see Duluth, Minn.) 
WTAR-TV 342,581 50 WDSM-TV (see Duluth, Minn.) 
Campbell Arnoux, p. & m.; . = 
Wausau WSAU-TV 43,300 _ 
Robert Mf. Lambe, gen. sis. m. George T. Frechette, v.p. & g.m.; 
WVEC-TV 125,000 50 Richard D. Dudley, asst. m. & 
Thomas P. Chisman, p. & g.m.; c.m. 
Harrol A. Brauer, Jr., v.p. & 
™ © WYOMING 
Richmond WTVR 473,643 *— iP =s 
Wilbur M. Havens, g.m. & sls. m. Cheyenne KFBC-TV 49,000 — 
William C. Grove, g.m.; Charles 
Roanoke WSLS-TV 288,976 P. Cahill, c.m. 
James H. Moore, ex. v.p. & g.m.; 
Horace Fitzpatrick, asst. & 
c.m. 
Territories & Possessions 
WASHINGTON 
Bellingham KVOS 140,653 ALASKA 
Rogan Jones, p.; Fred Eisethagen, 
sis. m. Anchorage KFIA 14,000 _— 
James G. Duncan, g.m.; Phil 
Seattle KING-TV 398,400 161 Howarth, sis. m. 
(Tacoma) Otto P. Brandt, v.p. & g.m.; A. 4 
P. Hunter, c.m. KTVA 14,000 _ 
A. G. Hiebert, p. & g.m. 
KOMO-TV 387,300 159 
W. W. Warren, v.p. & g.m.; Ray 
Baker, v.p. & c.m. HAWAII 
Spokane KHQ-TV 92,310 10 Honolulu KGMB TV _ 65,000 — 
Richard O. Dunning, p. & g.m.; C. Richard Evans, v.p. & g.m.; 
John H. Pindell, c.m. Ralph H. Davison, Jr., tv sls. 
KXLY-TV 93,803 — bei 
Richard E. Jones, v.p. & g.m.; KONA 62,000 a 
Robert Struble, sls. m. John D. Keating, p. & g.m.; Jack 
KREM-TV 91,970 “a0 Irvine, gen. sls. m. 
Louis Wasmer, owner; Robert H. KULA-TV_ 62,750 — 
Temple, m. Jack Burnett, ex. v.p. & g.m.; 
h : -m. 
Tacoma KMO-TV 370,100 -_ a = om, om 
(Seattle) Carl E. Haymond, p.; Dexter 
Haymond, v.p. & oper. m. UERTO RICO 
KTNT-TV 387,300 159 San Juan WAPA-TV 43,345 - 
Len Higgins. m.; Larry Carino, Delfin Fernandez, g.m.; Segis 
c.m. Mundo Quinones, c.m. 
Yakima KIMA-TV 32,219 _— WKAQ-TV 50,000 — 
Thomas C. Bostic, st. m.; H. R. R. Delgado Marquez, g.m.; Jorge 
Cary, sis. m. L. Rivero, ¢c. m. 

















est Virginia’s 
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National Reps: The Branham Company 
Phone Collect (rep or station) 
for Latest Availabilities 


Phone 6-5358 
Phone MU 2-4606 


Charleston, West Virginia 
Branham Co., New York City 
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You Might Travel 42] MPH On The Ground — 


BUT .. YOU NEED WKZO-TV 
TO COVER GROUND 
IN WESTERN MICHIGAN! 


GRAND RAPIDS-KALAMAZOO HOOPERS The WKZO.-TY television market is much larger 
January, 1954 than you'd guess. It includes more than 514,000 
Share-Of-Television-Audience television homes in the 29 most populated Western 


Michigan‘and Northern Indiana counties! 


January, 1954 Hoopers, left, show that WKZO-TV 
is far and away the number-one station in this area. 
80% t 85% 62% WKZO.-TV gets almost two-thirds more evening 
viewers, almost five times more afternoon viewers, 
one-and-a-half times more morning viewers, than 
the next station! 


MON.-FRI. MON.-FRI. SUN.-SAT. 
7 a.m.- 12 noon- 6 p.m.- 
12 noon 5 p.m. 12 midnight 


B 31% t 15% 38% 





t Adjusted to compensate for the fact that neither station was 


on the air all hours. Let Avery-Knodel give you all the facts on WKZO- 
Note: Sampling was distributed approximately 75% in TV—Channel 3, and the Official Basic CBS Tele- 
Grand Rapids area, 25% in Kalamazoo area. vision Outlet for Kalamazoo-Grand Rapids. 







yr a. 





She Felyer Halionws 


WKZO — KALAMAZOO 
WKZO.-TV — GRAND RAPIDS-KALAMAZOO 
WJEF — GRAND RAPIDS 


(100,000 WATTS * CHANNEL3 ® 1000°' TOWER) 
WJEF-FM — GRAND RAPIDS-KALAMAZOO 


er WKIO-TV 


me + pina OFFICIAL BASIC CBS FOR WESTERN MICHIGAN 


ssociated with 
WMBD — PEORIA, ILLINOIS 





Avery-Knodel, Inc., Exclusive National Representatives 


* In 1954, Lt. Col. John P. Staff rode this fast in a rocket-propelled testing sled at Holloman Air Force Base in New Mexico. 
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In the picture 





Marion Harper, Jr. 


In the merger of McCann-Erickson, Inc. and Marschalk 
& Pratt Co., Inc., the latter agency functions under its own 
name. But for the record, it adds to its newly adopted 
parent company, headed by Marion Harper, Jr., a dozen 
clients, some $6 million in billings and two high-level 
vice presidents, who also serve as top executives of the 
Marschalk & Pratt division: Harry C. Marschalk, chair- 
man, Samuel L. Meulendyke, president. Mr. Harper, 
aged 38, Yale °38, became McCann president in 1948, nine 
years after he joined the agency as office boy-trainee. He 
soon entered the research department and worked up via 
manager of copy research, director of research, vice presi- 
dent of research and merchandising and assistant to the 


There’s a new executive committee at Geyc: Advertising, 
Inc., designed to spread out management responsibilities 
within the 20-account, $20 million-plus-in-billings agency. 
The committee, pictured in session, includes, |. to r.: 
Winslow H. Case, vice president, a tv-for-advertising en- 
thusiast from way back (1943); Sam M. Ballard, execu- 
tive vice president and general manager, chairman of the 
newly formed group; B. B. Geyer, president and chairman 
of the board, founder of the agency over 40 years ago in 
Dayton; Ralph C. Robertson, vice president and mar- 
keting director, executive supervisor of television and pub- 
lication media; Amedee Cole, vice president and creative 
director, who is head of the copy department and John R. 
Kunz, treasurer, who has been with the Geyer organization 
since 1926. 


Harry C. Marschall: 


am stations it has an interest in: KLZ-tv-am Denver, 





Samuel L. Meulendyke 


president. . . . Mr. Marschalk is a life-long advertising and 
selling man. He began with Butterick Publishing Co. as 
manager of marketing and trade aid service. Then, with 
American Radiator Co. as head of eastern advertising of- 
fice and later in charge of training salesmen. Next, man- 
ager of service, Nelson Chesman & Co., advertising agents. 
He was vice president, stockholder and director with Frank 
Seaman, Inc. when, in 1923, he formed Marschalk & Pratt. 
... Another advertising lifer, Mr. Meulendyke, sold space 
first for newspapers in Rochester, Boston and New York, 
then switched to magazines, Collier’s and Redbook. He was 
general manager of Dorland and James Advertising, prior 
to starting his association at Marschalk & Pratt, in 1923. 





Time, Inc. has appointed J. I. Meyerson as special national sales representative of all tv- 


KDYL and ktTvr Salt Lake City and 





KoB-tv-am Albuquerque. Manager of the latter outlet for two years, Jim Meyerson was, before 
that, with KOME Tulsa, also for a two-termer, having served earlier with the Oklahoma Pub- 
lishing Co.’s list of stations for 27 years. Born in the south, Jim studied at Columbia, got his 
working start with trade papers in New York, the city to which he now returns: office in the 
RCA building and home on East End Ave. As national rep., Mr. M. will cover major advertising 
centers with a special assignment: to deliver “improved and personalized” service to clients 
of Time stations. Meanwhile, The Branham Co. will continue to serve KOB-tv-am and The Katz 
Agency will act for KLz-tv-am and, as of Jan. 1, the Salt Lake stations. 
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In the picture 


Edward R. Hitz 


There are three new v. p.’s at NBC. Edward R. Hitz, 
54, is now v. p. in charge of tv network sales, central divi- 
sion. Mr. Hitz came to NBC in 1928 as a salesman. In his 
27 years he’s held, among others, the titles of manager of 
eastern sales division and manager of tv network sales, 
central division . . . Thomas B. McFadden, at 37, a 20- 
year NBC man, was made v. p. in charge of NBC spot sales. 
His company positions include director of news and special 


Westinghouse Broadcasting Co., Inc., wholly-owned sub- 
sidiary of Westinghouse Electric Corp., paid $9,750,000 to 
Allen B. Du Mont Laboratories, Inc. for wotv Pittsburgh. 
That both sides are happy about the deal, the highest price 
ever paid for a tv station, is evidenced by the faces of the 
principals above (1. to r.: Chris Witting, WBC president, 
E. V. Huggins, v. p., corporate affairs, of Westinghouse 
Electric Corp., Dr. Allen B. Du Mont, president, Du Mont 
Laboratories and Ted Bergmann, director of broadcast- 
ing, Du Mont Network) and the facts: Du Mont gets need- 
ed working capital which will be used in the company’s 
profitable research, development and manufacturing op- 
erations. WBC’s fourth vhf outlet is in the city which 
headquarters its parent company, will keep its Du Mont 
affiliation and general manager Harold C. Lund and will 
try to change its call letters to KDKA-TV, allying it with soon- 
to-be aged 35, KDKA. 





sion’s pioneer operators . . 








Thomas B. McFadden 










Hamilton Shea 


events, general manager of wWRCA (then WNBC), general 
manager of KRCA (then KNBH) Los Angeles. In 1952, he 
came back to New York as head of NBC spot sales . 
Hamilton Shea, 40, is v. p. in charge of WRCA-am-fm-tv 
New York. He’s been general manager of NBC’s New York 
o&o trinity since July, 1953. Prior to that he served a year 
as general manager of WTAM and WNBK Cleveland. Mr. Shea 
joined NBC in 1949 as controller of o&o stations. 





General Electric has reorganized its broadcasting stations department. Radio and_ television, 
formerly an integrated operation, will now function separately. The new set-up elevates Raymond 
W. Welpott to the position of manager of station WRGB-TV Schenectady. As manager of GE’s tele- 
vision outlet, Mr. Welpott reports to Robert B. Hanna, Jr., manager of the broadcasting stations de- 
partment. Mr. Welpott came te GE’s broadcasting subsidiary in Schenectady in 1941 as an account- 
ant. He has been with the operation since that time and has held the posts of assistant to the stations 
manager, assistant stations manager and, until assuming his present position, manager of station 
operations. WRBC-TV began on-the-air activity in February, 1952, thus Mr. Welpott is one of televi- 
. . Peter B. James’ appointment as manager of WJAR-TV Providence 
brought him back to familiar territory. When Mr. James began his career in 1933 as the youngest 
territorial salesman of the Kellogg Sales Co., the first area he covered was Providence. Then, fifteen 
years later, while he was helping to establish the television department of Weed & Co., consisting of 
himself as manager and a secretary, his initial assignment was to help WJAR-TV get on the air—which 
they did in July, 1949. Mr. James remained with Kellogg until 1942, ending up as territorial sales 
manager for the state of Maine. Then came the Air Force until 1945. He was business manager of 
Television magazine from 1946 to 1948 after which he joined Weed. Mr. James continued as the tv 
department manager and in 1953, when Weed Tv was organized, he was made a director. 








Memo (Cont'd from page 58) 
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wins «goes mc ee SERVICE. DIRECTORY 


grams is such a touchy subject that 
the FCC members want to go exceed- 
ingly slow. It’s felt that the Commis- 
sion will ask for comments on the 
broadest possible statement, give 
plenty of time for the industry to file 
them, and then take plenty of time it- 
self before deciding whether to call a 
rule-making proceeding. All in all, it 
looks like months before subscription 
tv will reach any conclusive stage. 

Uhf: neither Congress nor the FCC 
is expected to act with great speed on 
the matter of “unmixing markets” or 
of helping uhf stations compete with 
vhfers. Since the Potter Subcommittee 
hearings last summer, the FCC has 
stuck to its original decision that mar- 
kets should be mixed and has refused 
in several cases to make adjustments 
that would have tended to “de-inter- 
mix” various areas. The commission- 
ers obviously want Congress to handle 
this one for them, but there’s no cer- 
tainty the lawmakers will oblige. 

Relays: a decision by the FCC is in 
the offing on a case that could over- 
throw the present policy under which 
tv connections are, if possible, made 
by AT&T as a common carrier instead 
of by individual stations who build 
relay facilities to serve nearby mar- 
kets. The Commission is being asked, 
in a case involving North Dakota sta- 
tions, to permit broadcasters to build 
their own relays in any instance where 
they can show that common carrier 
charges for the same service would be 
out of line. The case finds the tv in- 
dustry lined up just about solidly 
against the telephone company and 
against the long-established Commis- 
sion belief. The industry’s argument, 
presented by one station after anoth- 
er, is that private intercity connections 
can be built for less and operated for 
much less than the AT&T’s charges. 
The phone company’s answer is that 
it knows more than anyone about 
costs of such relay equipment, that in- 
dividual stations usually far under- 
estimate what the proposed facility 
will cost, and that the transmission it 
can provide is more reliable and of 
better quality, and therefore more in 
the public interest, than individual 
stations can provide. 





ART 


ART4yVIDEART 


TITLES — ANIMATION — ID‘S 
TELOPS FLIP CARDS 
COLOR or B&W — 16 or 35MM 


343 LEXINGTON AVE. 
NEW YORK 16, N.Y. 


LExington 2:7378-9 

















Sales - Service - Rentals 


Motion Picture and Television Equipment 
WRITE FOR CATALOG, Dept. E 


NATIONAL CINE EQUIPMENT, Inc. 


209 W. 48th St., New York 36, N.Y. — Circle 6-0348 














CAMERA SUPPLIES 





Complete line of 15-35 Camera equipment. 
Editing and Lighting equipment, Dollies, 
Lenses, TY Camera accessories. Write for 
catalogue or call: 


SALES — SERVICE — RENTALS 


( AMeRA CQuipment O. 


1600 Broadway, New York City 
JUdson 6-1420 











COMMERCIAL PRODUCERS 





FREE MOVING PUPPETS 
Write or phone for details. 


GLOBAL TELEFILMS INC. 
35 West 53rd Street 
New York, N. Y. 
CIrele 5-7991 











| CONSULTANTS 





Wilkam 3. Scripps Assoc. 


Telecommunication Consultants 
1005 Kales Building 
Detroit 26, Michigan 
WOodward 3-1750 











FILM EQUIPMENT & PROCESSING 
* Quiet * Roll ’em 


eACTION! 


—— Equipment for the movie — 
— and Television Producer — 


The CAMERA e MART, Inc. 
1845 B’way N.Y.23, N.Y. Circle 6-0930 


PROFESSIONAL MOVIE EQUIP. 


TV Stations find everything here a 


P cs P 3g, g an 
editing motion picture films! No need to 
shop around—we have it—just us. 


$.0.S. Cinema Supply Corp. 
Dept. TA, 602 W. 52nd St., N.Y.C. — Cable: SOSOUND 














LIGHTING 
for your LIGHTING needs, call 


Century oLighting ; 


521 West 43rd Street 
New York 36, N.Y. 
CHickering 4-7050 














MUSICAL COMMERCIALS 


phil davis 


ee enterprises 





“distinctive musical 
commercials” 


1650 BROADWAY @ N. Y. 19, N.Y. 
COlumbus 5-8148 


Brochure on request 











Television Age 


444 Madison Ave., N. Y. 22 


SERVICE DIRECTORY 
ORDER FORM 














Please insert my advertising 
message in your “Service Di- 
rectory.” ' 





Frequency & Rates 
0 1 time 
0) 7 times 
C 13 times 
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As a new year begins and we take 
stock of the television industry, we 
can’t help but Everywhere 
around us we see more and more 


crow. 


signs of tv’s influence on our culture. 
In Columbus, O., for instance, they 
just marked a street leading to a 
cemetery not with the usual “Dead 
End” but with a sign which read “No 
Outlet.” . . . After the Board of Edu- 
cation in Toronto, Canada, approved 
buying a $4,500 concert piano for 
Lawrence Park College, a lady trus- 
tee asked, “Do we plan to supply 
candelabra along with it?” . . . When 
Miss Cecila Woodham-Smith, who 
wrote the book, The Reason Why. 
an expose of the historic Charge of 
the Light Brigade, was introduced on 
a television show, the announcer 
referred to her as author of The Light 
Brigade Rides Again. And in 
Stanford, Mont., the Lone Ranger 
received one vote for sheriff. 
* * a 

Yankee doodling: A downeasterner 
from Portland, Me., made himself a 
tv antenna from an old bird cage 
which he says “works nicely.” Anoth- 
er Maine man, town of West Gray, 
reports “perfect reception” on his tv 
set after installing a home-made an- 
tenna. It’s a metal rod hanging out of 
a ground-floor window with three 
wire coat hangers and a wide mesh 
bicycle basket suspended from it. 

ca * * 

Current news: Did you know that 
in 1954 some $450 million was paid 
for the electric current used to operate 
television and radio sets in American 
homes? And that within three years 
the total is expected to increase to 
$700 million? 

* * * 

Madison Avenue flashes: The con- 
tractor for a Madison Avenue build- 
ing now going up is named Blitz... . 
In the printed program for Jose 
Greco’s act at Ciro’s in Hollywood, 
there’s this credit line: ‘Whips from 
Abercrombie & Fitch.” 

* * * 

Speaking at a recent Radio and 

Television Executives Society (Time 


Buying and Selling Seminar) lunch- 
eon, George J. Abrams, vice president 
of Block Drug Co., credited competi- 
tor Lee H. Bristol, 
Bristol-Myers Co., with a three-word 
definition of an advertising 


president of 


man: 


” 6 


“Yessir,” “nosir,” “ulcer.” 

x * + 

“The big rich firms spend vast 
sums of money on advertising. The 
little poor firms say it don’t pay.” 
(The Lamar (Mo.) Democrat) 

* ae a 

Tale with a moral: Once upon a tv 
time, there was a jurisdictional dis- 
pute over the professional status of a 
man who acted as rear end of an 
animated elephant. Actors’ union in- 





sisted the part had to be taken by an 
actor; stagehands’ union claimed the 
elephant was a prop, thus one of its 
members should operate the animal. 
National Labor Relations Board was 
called in. Their decision: the man is 
an actor. Moral: Now you know how 
to tell an actor from a stagehand. 
x * & 

Bungles from Britain: 
ago the British Broadcasting Cor- 
poration found itself hanging on a 
cliff because of its most popular daily 
serial, The Life of Mrs. Dale. J/n- 
stead of playing the recording of the 
Wednesday episode, one of the en- 
gineering chaps put on the recording 
of the Friday episode. Mess, eh what? 
But more. The serial is broadcast 
twice a day—in the morning and 
again in the afternoon. What should 


Not long 


wun so fi Camera 






they do about the p. m. broadcast? 
Play Wednesday's and let the repeat 
audience be forever two days ahead of 
Mrs. Dale’s morning fans? Blimey, 
what a botch! But the BBC was up 
to straightening it out. They decreed 
that the Wednesday afternoon house- 
wives would also get the Friday chap- 
ter and, further, two days—Wednes- 
day and Thursday—would simply 
have to fall out of the life of Mrs. 
Dale. They then had the announcers 
pick up the plot for the listeners with 
summaries of the missing days. This 
put the houses of Mrs. Dale and her 
followers in order. Though for a while 
there many of the serial’s fans must 
have thought some sort of retrograde 
amnesia had set in. 


Then from 
London. Williams 
suffered a most embarrassing letdown 
—a halter strep of her gown broke 


there's this mishap 


Dancer Barbara 


during her performance on a tv show. 
“TI tried to cover up my very plung- 
ing neckline as best I could,” the pret- 
ty 18-year old 
“But I was praying al! the time that 


brunette explained. 


the floor would open up end swallow 


me.’ However, cooler heads took 
over. Cameramen quickly switched 
their official contemplation to the 


feet of Barbara and her partner while 
she made the necessary adjustments. 
At the same time. a commentator as- 
sured tv viewers that Barbara’s bodice 
was supported by bone stiffening and 
. “ . : 

said, “I do not think there were any 
dreadful revelations.” 


Has anyone else noticed that actor 
Gene Raymond would be perfect cast- 
ing when some one gets around to 
producing the life story of Dr. Frank 
Stanton? 


As a hitch-hike for old 1954 and 
a cow catcher for bright, new 1955, 
the year for color, In Camera can only 
savy what it has to say in poetry. We 
call this work: “Ode to the Three- 
Color System.” 


Roses are red 
Violets are blue 
Money is green 


Good luck to hue. 





You mual buy KFMB-TV.... 
a Yoo Plage Coutts 


KFMB-TV © 


ABC-DU MONT 


SAN DIEGO, California... 


sti! FIRST in 


America’s Fastest Growing 
Billion-Dollar- 
Market! 


FIRST in- 
Day -time, 
Vight-time, 
All-the-time 
RATINGS 


WRATHER - ALVAREZ BROADCASTING, INC. 
San Diego 1, California 
Represented by EDWARD PETRY & CO., INC. 





KMBC-TV 


WITH A GIANT 1,079-FOOT TOWER 

(above average terrain) and a 316,000-watt 
color-equipped RCA transmitter, KMBC-TV dwarfs 
every other television facility in the Heart of 
America. The new Channel 9 TV signal is booming 
strong and clear into areas never before covered 
by a Kansas City station. As a result, thousands 
of additional new television homes are swinging 

to Channel 9 for the kind of programming that only 
KMBC-TV and the CBS-TV network can deliver. 


If you’re aiming your advertising message at 
Kansas City and its rich surrounding secondary 
markets, KMBC-TV is far and away the best 
place to invest your television dollars. Your Free 
& Peters Colonel can give you the lowdown 

on the Midwest’s most up-and-coming TV station. 
Contact him for availabilities. 


Kansas City’s Most Powerful TV Station 
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3 [FREE & PETERS, INc. 


Exclusive National Representatives 








Basic Affiliate — CBS-TV 


DON DAVIS, Vice President 
JOHN T. SCHILLING, Vice President & General Manager 
GEORGE HIGGINS, Vice President & Sales Manager 


... AND IN RADIO, ITs KMBC of kansas city 


KFRM for tHe state OF KANSAS 








